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Rough Proofs 


Gladys, the beautiful receptionist, 
says they probably called it The 
World of Tomorrow because they 
knew it wouldn’t be finished today. 


- a 


Early visitors at the New York 
World’s Fair were disappointed at 
the paucity of amusements. They 
would have been willing to settle 
for even a Sally Rand. 


,; FT F 


The Pullman Company has an- 
nounced a contest to select the best 
names for its traveling hotels. The 
fellow who had been thinking them 
up all these years went stale along 
with Lou Gehrig. 


, = 


If the movie-minded public is 
really given a chance to decide the 
appellations for Pullman’s peripa- 
tetic caravansaries, you'll soon be 
riding with Bette Davis and Myrna 
Loy. 

i ee 


“Newspapers Plot Course for 
More Linage.”—ADVERTISING AGE. 

Is it news when any medium ad- 
mits publicly that it would like a 
little more business? 


vv? 

The results of six months’ testing 
of Teel, Procter & Gamble’s new 
dentifrice, seem to show that the 
public is delighted to hear that it 
won't roll off the brush. 


¢? #F 

Bristol-Myers pictures “the world 
of the day after tomorrow” as pos- 
sessing perfect golf clubs, without 
hooks or slices. But not even the 
most confirmed divot-digger would 
be interested. 
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A correspondent suggests that the 
motor for the new Crosley car will 
be furnished by Westclox. But not 
even Big Ben has offered to run 
50 miles on a gallon of gasoline. 
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The Memphis Commercial Appeal 
has figured it out that mother wants 
electrical conveniences, smart clothes 
and minor luxuries. Give her the 
big luxuries and the minor ones can 
take care of themselves. 


., = 


All a woman wants in this world, 
‘tter she has equipped herself with 
‘ Suitable array of smart clothes, 

the right places to wear them. 


A 


That explains why it was a har- 
ried husband who said, after pur- 
chasing feminine wardrobes and 
transportation to the right places, 
“It isn’t the original cost, it’s the 
upkeep.” 

+e @ 


‘here’s nothing surprising about 
© decision of Pennsylvania brew- 
to merchandise eggs with beer. 
’ Industry’s most successful slo- 
san used to be, “A hard-boiled egg 
with every drink except a schooner.” 


a ee 


‘onfronted with the realities of 
‘sion, radio announcers will 
have to learn to look where 
“ey’re talking. 

Copy Cus. 


Advertisers’ Vast 
Investment at Fair 


Provides Good Show 


$35,000,000 Expendi- 
ture Dwarfs Conven- 
tional Entertainment 


(Pictures on Page 31) 


New York, May 4.—Launched 
with a fanfare unequalled in expo- 
sition history, New York’s World’s 
Fair settled down this week after 
the pomp of its formal opening to 
the task of entertaining and edu- 
cating some 60,000,000 people ex- 
pected to flock to Flushing during 
the life of the big show. 

Most of the commercial exhibits 
are running full blast, although 
much of the amusement area and 
the foreign exhibits will not be 
ready for several more weeks. At- 
tendance after four days approached 
1,000,000, and sponsors of the fair 
indicate complete satisfaction with 
“The World of Tomorrow.” 

Commercial exhibits, represent- 
ing an advertising investment of 
about $35,000,000, range all the way 
from the world’s smallest bonnet to 
the world’s biggest locomotive, with 
little omitted in between. 


Compete for Attentien 


Concessionnaires in the amuse- 
ment area are already complaining 
that commercial exhibitors have 
done such an excellent job in pro- 
viding free entertainment and en- 
lightenment that it is difficult to 
lure cash customers to the midway. 

General Motors Corporation, 
whose four buildings are said to 
represent the largest investment by 
any single exhibitor at the fair, is a 
case in point. One of the G-M build- 
ings contains a huge diorama show- 
ing hundreds of miles of American 
scenery, city and country alike, 
which visitors can view from mov- 
ing chairs equipped with individual 

(Continued on Page 27) 


Benton Scotches 
Rumors of Return 
to Agency Field 


New York, May 4.—Preparing to 
resume his duties as vice-president 
of the University of Chicago, fol- 
lowing recovery from a pneumonia 
attack, William B. Benton, formerly 
of Benton & Bowles, denied here 
this week that he is planning to 
re-enter the agency field. 

Asserting he has no intention of 
going back into private business of 
any kind, Mr. Benton added that if 
he ever did re-enter the agency 
field he “would naturally rejoin” 
his old partners, Chester Bowles 
and Atherton Hobler. 
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VALUE ASSURED 


| guorantee New “All-Time H!-octane™ 
to be the finest (°°...) gasoline ever sold 
in the West...o# 


DOUBLE YOUR MONEY BACK 


This newspaper copy is typical of the 
messages Richfield Oil Corporation is 


using to promote its "double your money 


back" offer. 


Senate Approves 
Extension of 


Labeling Provisions 


Washington, D. C., May 4.—The 
Senate today passed the Lea amend- 
ment to the Food and Drug act, 
making mandatory a six month ex- 
tension of the act’s labeling provi- 
sions and providing a possible fur- 
ther extension of another six 
months. 

The Lea bill, passed by the House 
two weeks ago (ADVERTISING AGE, 
April 24) had a Senate amendment 
tacked on to it, generally inter- 
preted as requiring the Food and 
Drug Administration to extend the 
labeling effective date to July 1, 
1940, when and if a petitioner for 
extension files an affidavit for this 
request. 

The whole purpose of the Lea 
amendment, as viewed by reliable 
opinion, is to afford manufacturers 
a “breathing spell’ and to enable 
them to have ample time to con- 
form to provisions of the law. The 
amendment added by the Senate 
grants labeling extension to July 1, 
1940, when the applicant affirms 
that compliance with the labeling 
provisions would be unduly bur- 
densome for him and that public 
interest is being adequately served 
in the meantime. 


Offer in Debut in 


Gasoline Field 


Richfield Oil Features 
Theme in Western 
Campaign 


Los Angeles, May 4.—Backing a 
hard-hitting copy story with the 
time-tested “double your money 
back” offer, Richfield Oil Corpora- 
tion today broke a newspaper, radio 
and outdoor campaign in six West- 
ern states on its new Hi-Octane 
non-premium gasoline. Magazines 
will also be employed. Though 
Heinz, Hormel, Camel, Old Gold, 
Lever Brothers, and Shinola have 
used the same offer in their respec- 
tive fields, it is virgin as far as 
the gasoline market is concerned. 

The offer is made in flaming 
headlines calculated to insure close 
perusal of the main text, as fol- 
lows: 

“We spent millions of dollars in 
‘improvements on what is now con- 
ceded to be one of the finest gaso- 
line refineries in the West. 

“We developed ten new gasoline 
formulas, all of which proved in the 

(Continued on Page 28) 


Crosley Expounds 
a New Theory 
of Merchandising 


Cincinnati, May 4.—Introduction 
of a new car selling at $325, an- 
nounced recently by Powel Crosley, 
Jr., president of Crosley Corpora- 
tion, may also mark the debut of 
a new era in merchandising, it was 
predicted today. The basis for this 
prediction is that the Crosley car 
will be sold by its regular appli- 
ance dealers. 

A spokesman for the company, in 
voicing this opinion, said that every 
Crosley dealer has had to make 
money for himself as well as for the 


(Continued on Page 28) 


Last Minute News Flashes 


FTC Promises Price Maintenance Probe 


Washington, D. C., May 5.—The Federal Trade Commission’s inves- 
tigation of price maintenance under state fair trade laws, long awaited, 
will get under way in earnest during the next fiscal year, the FTC said 
today. The investigation will cover comparisons between the prices and 
quality of fair trade and non-fair trade products and the methods em- 
ployed to obtain industry support for price maintenance. 


Aggressive Drive to Feature Packard Price Cuts 


Detroit, May 5.— As a follow-up to the newspaper headlines that 
heralded Packard Motor Car Corporation’s announcement of price cuts 
this week, an extensive merchandising campaign will be launched in 
the near future to emphasize reductions ranging from $100 on the com- 
pany’s lowest priced line of six cylinder cars to $300 on the super-eight 
line, it was learned here today. First copy will appear in national mag- 
azines to be followed by newspaper insertions and outdoor posters 


in major cities. Young & Rubicam 


is the agency. 


P&G Launches $30,000 “Help-a-Bride’” Contest 
Cincinnati, May 5.—Procter & Gamble will use color pages in five 

magazines, newspapers in Hawaii and four of its current radio shows 

to promote a $30,000 contest which will start June 5 and run through 


July 7. 


Ten $100 prizes will be awarded five days each week for best 


statements of 25 words beginning, “I advise brides to use Ivory Flakes 
because. .. .” A grand prize of $5,000 will also be offered. Compton Ad- 


vertising, New York, is in charge. 


Stress Role of Advertising 
in Bolstering U. S. Economy 


Double Money Back 


Business Leaders of Na- 
tion Analyze Marketing 
Complexities 


Washington, D. C., May 4.—Dis- 
tribution—and the consideration of 
advertising as a vital factor in that 
process—-loomed significantly upon 
the business horizon here this week 
as leaders in all fields participated 
in the convention of the Chamber 
of Commerce of the United States 
and discarded political word sling- 
ing in favor of a brass tacks ap- 
proach to the “What’s wrong with 
business?” question. 

The many _ faceted problem, 
which included in its scope recogni- 
tion of the need for “larger mar- 
kets, increased rural and urban 
buying power,” assumed a more 
specific nature in the round table 
sessions held yesterday by the 
Chamber. Among those who ad- 
dressed these groups were L. H. D. 
Weld, director of research for Mc- 
Cann - Erickson, and J. Frank 
Grimes, president of the Independ- 
ent Grocers’ Alliance of America. 


Should Improve Distribution 


In his brief for advertising, its 
past, present and future, Mr. Weld 
first emphasized the clamoring need 
of the country for improvement in 
its distributive system; improve- 
ment over and above that already 
accomplished in recent years. Ad- 
vertising, he said, is a most impor- 
tant part of distribution and can 
be credited with bringing about 
much advancement. It will con- 
tinue to be one of the main factors 
in expanding markets for all agri- 
cultural and industrial products. 

It becomes even more vital, he 
emphasized, with the realization 
that the chief national problem is 
no longer production, but that of 
getting the goods produced into the 
hands of the ultimate consumer. 
He deplored stress being placed in 
some quarters on the need for new 
capital, new factories. “What’s the 
use of talking about putting more 
money into factories when most of 


(Continued on Page 25) 


Horrible Examples 
to Continue As 


Arrow Shirt Theme 


New York, May 3.—The odd- 
necked animals which have acted as 
horrible examples in the Arrow 
shirt advertising of Cluett, Peabody 
& Co., are scheduled for a return 
engagement when Arrow’s fall 
campaign starts late in the summer. 

While the schedule is not yet 
complete, national magazines, in- 
cluding Collier’s, Liberty, Life and 
The Saturday Evening Post, will be 
used, as well as 125 college news- 
papers. 

Although the advertising theme 
remains the same, emphasis during 
the coming campaign will be placed 
on ensemble selling, with the new 
copy featuring shirts, ties and 
handkershiefs of identical pattern. 
Harmonizing colors will be stressed, 
with one motif common to the dif- 
ferent units. 

The campaign is scheduled to 
break in time to catch the back-to- 
school movement, and deliveries 
will be made in August to tie in 
with this promotion. Young & 
Rubicam handles the account. 


SEUTINY: i 1 | FS : —_— . H— ‘ } | a 
py immu [ NEW YORK F 
MR 7"pny 8- 1939 J NEW . j 
C 3B0 WEST = 
FORTY- “se 
cr wl ee a“ 
— Kee | 
me Rant ae =) “*) . 
& al ag es lO Se 
7 — RICHFIELD . 
ee : 
ee 3 
4 | a | 
| | . = 
: | se 
| es 4 
a —_ a a, . i 
a _——— 
ce | - 
— ee , 
ee | 
YY a | 
> vor Sire ie RAS FOE pase Pre ha: is > SS eS oa ‘ a a. tN Ab ae ass OTE Bete a | oe th 4 


2 


ADVERTISING AGE 


May 8, 1939 


Judgment in ‘Idea’ 
Suit Hinges on 


| responsible 
| acquisition of the Twenty Grand ac- 


ette advertising, which she sub-| 
mitted to the agency in 1935, was | 
for McCann-Erickson’s | 


count. If the verdict is upheld, the 
| agency may be required to continue 


| paying Miss Sollows as long as it | 


Phone Conversation 


Await Court Decision 
on Jury's $56,420 Ver- 
dict Against Agency | 


New York, May 2.—Whether Mc- | 
Cann-Erickson will have to pay | 
$56,420.80, awarded by a federal | 
court jury here last week to Leora | 
Sollows on her “idea suit,’ remained | 
unanswered today when Judge | 
Byers reserved decision on a motion | 
of defense counsel to have the ver- | 
dict set aside. If the plea is granted, | 
it is probable that a new trial will 
be ordered. 

The amount of the award, made 
after five hours of deliberation by | 
the jury, represents five per cent of | 
the total sum spent by aT ee | 
Tobacco 


| the idea, as brought out by the evi- 
| dence, 


handles the tobacco company’s ad- 
vertising. 


Judge Cites Issue 


In charging the jury, Judge Byers 
declared that the entire weight of 
Miss Sollows’ case rested on a tele- 
phone conversation she says she had | 
with E. D. Hill, McCann-Erickson 
vice-president, in which the agency 
|}executive allegedly told her her idea 
had secured the Twenty Grand 
account. 

The judge also pointed out that 


| Miss Sollows was her own sole wit- | 


ness and that she did not claim her 
idea was ever used in the advertis- 
ing of the cigarettes. The basis of 


was to advertise the advis- 
ability of smoking a_ particular 
cigarette before an ordeal, instead 
of afterwards, as recommended in 
some cigarette copy. It is reason- 


Company, through Mc-| able to suppose, Judge Byers ob- 
Cann-Erickson, for advertising | served, that if an idea is good | 
Twenty Grand cigarettes. Miss|enough to win an account, it will | 
Sollows originally asked $100,000. 


She alleged that an idea for cigar- | 


AS MUCH AS > 


J. Cox, of Burnham-on-Sea, 


_ TWENTY- SIX RUSSIANS | an 


HERE SHE IS, BOYS, UN-NATUREL 


Sally Rand has caused a minor furor among members of the committee planning 
the annual convention of the Pacific Advertising Clubs Association, scheduled for 


Oakland, Cal., June 25-29. 


She did it by appearing fully clothed, with compli- 
mentary tickets to her Nude Ranch for all convention visitors. 


Robert Hunter. 


registration chairman, pins a guest badge on Sally as a token of thanks. 


Mr. Hill testified that he 


| probably be used to some extent in| held the conversation described by 
the advertising. 


| Miss Sollows and that the agency 


English Town Crier 


Great Britain is America’s richest foreign market. 
The answers to the following questions may help you 
to increase your English sales 


Osestion: How does Great Britain 
compare with other foreign countries 
as a market for 
The 


America 


American goods? 


Answ er: 


average Englishman 


buvs from three times as 


much as a Frenchman, six times as 


much as a German and 


twenty-six 


times as much as a Russian. 


Due tion: Is the F nels h 


market for 


American goods expanding? 
Answer: Yes. During the last six 
years, American exports to England 


and tor the first 
. the \ 


have nearly doubled, 


nine months of 1 ye were over 


10% up on the same penod nN 1937. 


reaches three million families (one in 
tour) at a cost of $3000 a page. 


Question: In which income group is the 


Radio Times espécially predominant? 


Answer: Amongst the most pros- 
perous 25% of the population, One 
million Radio Times families belong 


to this top income group. 


Question: What special advantage as 
Radio 


over any other publication? 


an advertising medium has the 


Times 
The Radio Times has the 
sole right to publish B.B.C. 


Answer: 


radio 


programmes up to a week in advance. 
The result, according to an independ- 
ent survey, is that go% of subscribers 
read each copy every day for a week 
after receiving it. 


* * * 


If vou are an American manufacturer 
selling in England and would like to 
have turther market tacts bearing 
on your particular problems, write to 
the British 
Broad- 


casting House, Portland Place, 


W.1 


Advertisement Director, 


Broadcasting Publications, 


London, , England. 


Why is 
heaper a? 


Question National F pre ‘ ad 
vertising « ud easter in England 


than in America? 


Answer: Because 47 people 


are gathered in a country smaller than 
the State of Oregon 


the 


and be cause an 


advertisement in Radio ‘Times 


The English weekly magazine 


with a density of coverage 


four times that of Life 


RADIO 


TIMES 


Guaranteed net weekly sales, 3,000,000 


Rate, $2.46 per line per million readers 


never | did not make a practice of buying 


ideas on a percentage basis, but paid 
a flat sum for any idea purchased. 
He claimed further a figure of five 


| per cent was unreasonable since the 
| agency 
| profit of 


works on an 
only 2% 


net 
He 


average 
per cent. 


| placed the net earnings on the Ax- 


| ture; 
| pany, Newburgh, N. Y.; 


ton-Fisher account at about $30,000. 


Mr. Hill’s contention that Miss 
| Sollows’ idea was never introduced 
into the solicitation for Twenty 


Grands was upheld on the stand by 
Maurice Amado, Axton-Fisher vice- 
president, as well as by depositions 
of other executives of the company 
who attended the initial advertising 
conferences which led to the ap- 
pointment of the agency. Judge 
Byers’ decision is expected within 
10 days. 


Accounts to Whitten 


Philip F. Whitten 


Advertising, 
New York, 


has been appointed to 


handle the following accounts: 
Pinesbridge Farm, Ossining, N. Y., 
smoked turkey; Wm. H. Jackson 


Company, New York, mantels, fire- 
place equipment and garden furni- 
Coldwell Lawn Mower Com- 
Westminster 
House, New York, furniture; George 
Blundell of London, Inc., New York 
importer of English antique furni- 
ture; 
New York, golf course supplies; 
Brook Fence Systems, New York, 
and Nicholson Company, New York, 
concrete storage bins and materials 
handling equipment. 


ABC Adds Eight 

Four magazines, three 
papers and one newspaper have be- 
come members of the Audit Bureau 
of Circulations, Chicago. Le Cour- 
rier Du Cinema, Montreal; Song 
Hits, New York; Comics On Parade, 
New York, and The New Palestine, 
New York, are the magazines. In- 
terior Decorator, New York; Motor- 
ship & Diesel Boating, New York, 
and Mining Congress’ Journal, 
Washington, D. C., are the business 
papers. Sussex Independent, Sus- 
sex, N. J., is the newspaper. 


Heads Awards Jury 


William A. Hart, director of ad- 


vertising of E. I. duPont de Nemours 
& Co., Wilmington, Del., will serve 
|} as chairman of the 
|} Annual Advertising Awards. 
| Eastman, McGraw-Hill 
|Company, New York, 
| O'Dea, O'Dea, Sheldon & Canaday, 
| New York, have been added to the 
| SEMEN TetIVe board. 


Publishing 


Arthur D. Peterson Company, | 


business | 


1939 jury for the | 
Roy O. | 


and Mark | 


ANA, Four A's 
Set for Annual 
Spring Meetings 


| New York, May 4.—The 22nd 
|}ennual convention of the American 
| Association of Advertising Agencies 
/and the spring meeting of the Asso- 
|ciation of National Advertisers wil] 
'share the spotlight here May 10-13, 
| The Four A’s meeting will get 
under way May 11 at the Waldorf- 


Astoria, while the ANA gathering 
will begin a day earlier at the 


Westchester Country Club at Rye, 
N. Y. The two groups will hold a 
joint session at the Waldorf May 11. 
| Speakers at the annual dinner of 
the Four A’s Friday evening will 
include Gilbert Kinney, vice-presi- 
dent, J. Walter Thompson Com- 
|pany, and chairman of the board 
|of the association; and Representa- 
|tive Bruce Barton, president of 
Batten, Barton, Durstine & Osborn. 
| Schedule Closed Sessions 

| Sessions of both associations will 
be closed to non-members, except 
for the Friday afternoon and eve- 
ning program of the Four A’s. Sat- 
urday’s program for the agency men 
will be devoted to a group trip to 
the World’s Fair. 

The ANA meeting will be divided 
into four half-day sessions, each of 
which will be devoted to a separate 
subject. Topics to be discussed are 
evaluating campaigns, direct mail, 
coordinating sales and advertising, 
and determining market factors. 

H. W. Bullard, American Can 
Company, will serve as chairman of 
a Thursday morning ANA session 
for industrial advertisers. The 
theme of the session will be “Evalu- 
ating Industrial Advertising.’ Three 
round table discussions, on the con- 
sumer movement, recent Federal 
Trade Commission developments, 
and sponsored movies, will feature 
the afternoon meeting. 


Conley to Head 
Dotted Line Club 


Win Conley, McGraw-Hill Pub- 
lishing Company, was elected presi- 
dent of the Chicago Dotted Line 
Club at the annual meeting May 1. 
The new slate will assume office in 
the fall. E. V. Perkins, Petroleum 
| Engineer, was elected first vice- 
president; L. C. Monroe, Welding 
| Engineer, second vice - president, 
and Louis Brookman, Jr., Concrete, 
secretary-treasurer. 

New members of the executive 
committee are A. E. Meanor, Chil- 
ton Publishing Company; Howard 
Thompson, Domestic Engineering; 
Paul FE. Clissold, Bakers’ Helper; 
Fred L. Steinhoff, Industrial Pub- 
lications, Inc.; W. S. Clevenger, Fire 
Engineering; J. O. Peck, McGraw- 
Hill Publishing Company, and Ray 
Fling and C. F. Loeffel, Ahrens 
Publishing Company. H. A. Morri- 
son, Simmons - Boardman Publish- 
ing Company, was chairman of the 
nominating committee. 


Resigns Fehr Account 


Albert Frank-Guenther Law, Chi- 
cago, has resigned the account of 
Frank Fehr Brewing Company, 
Louisville, Ky. The agency has 
been named to direct the account 
of Falls City Brewing Company, 
Louisville. R. Lloyd Smith is ac- 
| count executive. 


Crowell Names Kudner 
Crowell Publishing Company, 
'New York, has appointed Arthur 
Kudner, New York, to direct a cam- 
paign for Collier's. 


WHEN YOU NEED SALES IN 


| THE SMALL TOWN MARKET 


_ eeesrstacerrs ¢traxxat — tyeuscx rr se 


= Af ~~ je 
aah \Ge gs Se ob 


»* 


S =SAmerica’ s ~Createst Weekly” eee st 


af 


$54 
f fj ee 


Toenae : : ‘ 7 7a ‘ 
de ase an a, set ar aah oy iri hag et a ei es _ ei i 
2 ; : ‘gs, 
= ‘ i. 
Pat pay 
2 
aaa 
rr : 
feat 
Yee oy : : 
home . 
om Rf 2 : 
“i ‘= brs & ’ 
a - ie Ms 
Sas - i, = = 
: = ris 
yey si i [— id a, i 
ame 3 a id 
a f: | ; 4 - s —, ™ 
— Fr ' - . 
= } e 
a >» ie 
ae etre ye ‘ 
eT eae ; me ; 
i —— ; 
i . ae i 
\. adel Pa ae 
i" ae 
~~ ena i at _ * 
—_* . a 4 oo > a 
es: me he . ie As a Pein o- a 
<i Sitar ae, . tt 
a? ia a a ‘ a de 
WES ay eo ’ , + - a ; mi : « wae 2 j 3 
: «Shr ee, i ee rte e 
5 ting ™ 4 j ur ok; 
4 "4 “a Ag a rae. e: nat 
e L “2 Nga Aa . a ee 
3 . a ane aa - e kf ee ge hee ae 
| ee , ee a ‘ 
" a. ee , 
| " 
i ee 
ee 
is ae f 
1y * 
ae 
von . —— 
i % 
a vr ‘ ¥ : , 
ae : bs Trae, ee Mies . 
if 3 iti Ber % " ma ‘is so se ae . ad ha 
' i ee ar Wee *, ire ees 
. i —— i ¥ . CU ee 
4 =i y 5 e 5 <i ge s J i Di ; ” es arm . % ie 
— ee? — 
Ae — Se os os 
" } 2 ; ' _ * ae ta a me Nie i 
" ita hited ae i aa a 
a } —— = ‘es a= > Se sie c . 
Ria / Dia re a. Peal * s Pe 
se a | » ~ Boa: ee \ ies at ig den 
aby = a se ' ’ = ie Pak! oh s ry ae ye, €? 
a ee * a ras ss ; OO ae aa eg ee 
Maes é \ aes al «% > ii oe er P ; — 
Sat Cre | Bri oa . eR Tea eae 5, CE SE ar 
ie On ile he.” —<  “—d “ee ee a ae “. 
Ohne 4 Be ere ie fly a. ee. a ee 8 e Fo wage Saad 7 
peta Ae Ae ee, \ A ? Ea a ee as a ee nia 
ot i asere on : oe te Pow ay we © ih : aS 3 fi a | 
A iaeee ial apie ~ . gids 3 re cas. PS a ie : Se “ya 
he , iene awe % Ded ee ON, Se ee 
. Ais eh . * y mae ‘ < Sa een H r 2 “i Se aa i . 
Sra cay ol — io me 3 gee re a ae a ill {a og ie ‘. 
reer ‘> ae ss Si ae a. ae a et - ee ——— ote aa ; w 5 | 
Va eee iy ‘ . Po . a m i aan a : =e i) — Se a ee 
eee call. gar ao eh a = — oe a AIR : 
; a = 5 ‘ . 4 aes , a % ~*~ Fi a Fy, al 8 ei ae . ” a ' ek py. 4 
Lone fig nn ww YO iin >... a a — = 
SN aj ee ‘ ‘ > ea “> , “Neti geal # % ae ? ie ‘at came 
ae be We; aa / id oh \ as 7 :—_—  f 
Mi. ‘hl . Oo ae 4 : > ‘ oe * sete: ¥ 
a —- a ee ft 4 ~_ ® 4 <2 =. 2 >) am eS 
" 7 op ae a 
te ? # Ry. * s 4 ‘ ot te ae 
eis. aft A te. hale 4 ’ Sere eee ee SY 
7 » 5 > . a * oie | 3 ro here 
oe : ere . a x —— 
¥, ¥ oS oF e, ’ a) & * P s 7 sas a -.. net 
y Fee A ey Reel Sat % 
: oe yy an eh Oo . ee )|!lCU 
a oy ae ~ s Pe ; i : wer J at ~ =: 
ake sig a ee ae ’ a a he? ey Ste 
a Tey! ONE ENGLISHMAN | NN aa : 
. , ue : es ~— ; oa es atte 
eid (cone Pe See i é fade: \ | 
Reid = MERI A A a Se TS le ay 
ye 2p Fee: + ees t F “aes aa 4 * 
> ens be Sra bc) f Bote as, ee ie * nn eae 3 
é : =e aaa Soo. a , ‘a’ 
i a . 
{ fp * A *% 
t. 3 . 
th is | 
oe ii | 
ray a } 
a | te 
2 i | 
ee ae | ' 
w od a | 
re | . 
x eee 
pd ! 
ee 
‘abet 
Me. ee a 
te 
ais Pee 
S| , 
ith | PO . 
ide : 
ie 
eee | 
us (uae 
oo a 
FCC 
4 ans | 
3 ae ee | 
‘ 7 
wn pa i 
BY et 
x Ree a 
2 ‘ : rs. 
: ! id 
i "¢ fr oe ’ : 7 fl “ j ar y - ed 
: i 4 . ey Ae J e > % 4 srry a 4 22 ‘ ’ fed cS a i’ t - j J : ‘ 2 § & a ay ah i 


: eae ied 
- Tae Se jee ee 
©, Bs aes AT 


The lionts share of 
America's sales comes 
from 24 big-city 
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THIS WEEK MAGAZINE 
covers these markets 
as thoroughly as the 
next 4 national 
weeklies combined; or 
the top 4 women's 
magazines combined. 
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Wisconsin Bars 
Trading Stamps on 
Fair Trade Items 


Price Maintenance 
Loophole Plugged by 
New Law 


Madison, Wis., May 2.— Wiscon- 
sin supervision of fair trade was 
made more rigid this week as the 
result of a bill signed by Gov. Ju- 
lius P. Heil, making it illegal to 
give trading stamps with products 
sold at the minimum price fixed by 
the manufacturer. The Young bill, 
as it was known, was the center of 
a bitter fight, with legislators shar- 
ing the burning sentiments of re- 
tailers. 

One of the leading proponents of 
the measure was Gimbel Brothers, 
Milwaukee department store, which 
has never used trading stamps, 
despite the popularity of this trade 
stimulant in Wisconsin. During the 
debate in the House, Assemblyman 


Ben Rubin, of Milwaukee, charged 


pda me 


vers et 


. « « and advertise your sas dale in 
INSTITUTIONS Magazine. . . the ONE 
publication that offers all of the fol- 
lowing advantages. . . 


1. Complete, all-inclusive coverage. . . 
‘over 55,000 copies monthly. 


2.Read by the all-important RIGHT 
MEN ... the men with the POWER 
to PURCHASE. | 


3.A planned editorial policy that de- 
velops an intense reader interest. 


4.A sales producer . . . creates wide 
acceptance and prestige. 


5. Backed by a company with 50 yeers 
of publishing experience. 


of INSTITUTIONS Magazine 

Nov., 1938 (Audited by CCA) 
SY NT rae 8,601 
Hospitals and sanatoriums 6,110 
Schools and colleges..... 3,296 
GOO ‘ss on cesdecsevesees 5,948 
Homes: schools for deaf, 

blind, asylums, etc..... 1,870 
Jails, houses of correction, 

penal institutions...... 238 
Gov't. Inst’ns & CCC Compe. He 
ee AOC 
Building owners and 

ee , PRPURETT EEL 3,074 
Real estate departments 

of insurance companies 78 
Steamship lines and dining 

GOT GUGORTES 0's. co secs ses 108 
Power and gas companies 290 
Outfitters or jobbers, and 


their salesmen......... 3,743 
Institutional departments 
of department stores... 132 


Architects specializing in 
institutions ........... 

Manufacturers and their 
salesmen and agents... — 


Debs. d Sus cvisdwe de ove de 
TOTAL 55. on 
Published Monthly 


A Domestic In our 60th 
Engineering year as 
Publication Publishers 


1St 


n of This issue 


000 _ 


1 ce aan soraie COME Managemen 


that Gimbel was more interested in 
the trading stamp issue than the 
fair trade principle involved, and 
that it had flooded the state with 
letters urging retailers to support 
the measure. 

Ed. Schuster & Co. and the Bos- 
ton Store, other large Milwaukee 
retailers which have long regarded 
trading stamps as an integral part 
of their business, appear concerned 
over passage of the law despite the 
fact that they are noted as expo- 
nents of private brands. Both said 
that a plan is being worked out un- 
der which it may be possible to 
continue issuing trading stamps. 


Hit Advertised Brands 


The Boston Store administered a 
wallop to nationally advertised 
goods operating under fair trade by 
using flaming newspaper copy, em- 
phasizing that the public may con- 
tinue to get trading stamps by 
foregoing certain brands. The adver- 
tisements contained this warning: 

“This bill, Mr. Independent Mer- 
chant, is just one more law to regu- 
late your business and make it more 
difficult to sell goods on a normal 
competitive basis. 

“For example, should you, or one 
of your clerks, knowingly give a 
single trading stamp with a single 
price-fixed article, which comes un- 


NEW ANPA PRESIDENT 


John S. McCarrens, general manager, 

Cleveland Plain Dealer, who was elected 

president of the American Newspaper 

Publishers Association at the annual con- 
vention in New York. 


der this law, that clerk or you run 
the risk of being fined not less than 
$25 nor more than $5,000, or being 


the dh:mpartan 


in all classes of institutions 


piGHT Mm 


. Hotels . 


Colleges 


. Schools ... 


. Hospitals . . . Sanatoriums .. . 
Restaurants . . . Office Buildings . . . 
Clubs . . . Dining Car Systems .. . 


Government institutions . . . 
— or 


Steamship 
Outfitters or Jobbers .. . 


Asylums, etc. 


Through INSTITUTIONS Magazine, your advertising 
message can be directed each month to the all-important 


RIGHT MEN . 


. . in all classes of institutions who are 


actually interested in your products . . . the men who 
can say "YES" when it comes to the equipping, furnish- 
ing, decorating, maintaining and remodeling of their 


institutions. In addition, 


INSTITUTIONS Magazine is 


read by the men in the outfitting or jobbing organiza- 
tions through which institutions buy. 


Reaching these all-important RIGHT MEN is definitely 
assured because INSTITUTIONS Magazine is published 
by a company with 50 years of publishing experience. 


This half-century 
INSTITUTIONS Magazine 


of publishing background has enabled 


to develop and hold an in- 


tense, appreciative reader interest among these more 
than 55,000 equipment-minded men. 


These 55,000 key men are responsible for satisfying 
the daily want-desires of millions of discriminating peo- 
ple. You, too, will profit by keeping your sales message 


constantly before them. 
sent upon request 


Fully informative data will be 
. «. or consult your advertising agency 


about the importance of reaching the RIGHT MEN. 


| (Ques . punens 


CRAIG MAIC TAMING REMC LING 


900 Pe cHiEAGO, ILL. 
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eras 


AIT’S THE LAW! 


MAINTAIN NG = REMODEL 


LEGAL TRENDS 
ARE STUDIED 


ATES’ WAGE-HOUR 


ST 
t Is Made a P rof ession BILLS HEAD GROUP 


imprisoned in the county jail for not 
more than one year, or to both fine 
and imprisonment.” 


Loophole Is Filled 


Unlike the model fair trade bill 
recommended by the National As- 
sociation of Retail Druggists, the 
Wisconsin law does not stipulate 
that the use of premiums in any 
guise is a violation of price main- 
tenance when the product with 
which the premium is given is sold 
at the minimum price established by 
the manufacturer. 

The salient section of the bill 
reads as follows: 

“The giving, offering, issuance or 
delivery or any trading stamp, to- 
ken, ticket, bond, slip, check, or 
other similar device having a re- 
demption value, by any person, 
firm, corporation or association, in 
connection with the resale of any 
goods, wares or merchandise which 
were bought with knowledge that 
the resale price had been fixed or 
established by the producer, when 
the price obtained on the resale, less 
the total redemption value of the 
device herein mentioned is below 
the fixed or established minimum 
price, is declared to be an unfair 
method of competition in business.” 

The law provides that an injunc- 
tion may be issued by any court of 
competent jurisdiction restraining 
further violation at the suit of any 
person, firm or corporation damaged 
or affected thereby. 


WACHTEL ASSAILS 
EMPHASIS ON PRICE 

Boston, May 2.—The merchandis- 
ing of trademarked goods in disre- 
gard of established minimum prices 
is a throwback to the “horse and 
buggy” days when a trading trans- 
action was largely a contest of 
wits, W. W. Wachtel, president of 
Calvert Distillers Corporation, told 
the Advertising Club of Boston. 

“To permit retail merchants to 
drift into orgies of price-cutting on 
standard merchandise in order to 
secure temporary advantages over 
competitors would be a distinct set- 
back to merchandising progress. It 
would tend to weaken the consum- 
ers’ confidence in the quality of the 
product and to undo years of effort 
in building up good will for the 
company and its products,” he said. 


Competitive Factor 


Mr. Wachtel scouted the argu- 
ment sometimes made that fair 
trade contracts tend to keep prices 
too high, declaring that competition 
takes good care of that. 

“Fair trade and fair prices are 
synonymous,” he said. “If I don’t 
market my product at a fair price 
based on quality, I can take my fair 
trade contracts and throw them in 
the ash can. No one will buy what 
I have to sell and my competitor 
will soon have my business. 

“Many merchants put too much 
emphasis on the question of price 
and not enough on other important 
essentials of merchandising. If 
price is the only thing there is to 
merchandising, why all the fuss 
about advertising and sales promo- 
tion?” he asked. 


BBDO Strengthens 
Western Lineup; 
Caples to Chicago 


Chicago, May 4.—Appointment of 
John C. Cornelius as vice-president 
in charge of Western offices, in- 
cluding Chicago and Hollywood, 
and transfer of 
John Caples, 
copy expert, 
from New York 
to Chicago, were 
the highlights of 
changes an- 
nounced today 
by Alex F. Os. 
born, executive 
vice - president 
of Batten, Bar- 
ton, Durstine & 

J. C. Cornelius = Cornelius 
will continue as manager of the 
agency’s Minneapolis office, while 
supervising the other branches, 
Although Mr. Caples will spend 
some time in New York, his major 
efforts will be extended in behalf 
of the Chicago office. 

A. E. Aveyard has resigned as 
Chicago manager, but will continue 
to serve it in an advisory capacity 
on a part time basis. Robert B. 
Barton, vice-president and account 
executive in the Chicago office, as- 
sumes its active management. Jack 
Smalley continues as Hollywood 
manager. 


“American Way of Life” 
Issued in Book Form 


“The American Way of Life,” a 
series of articles in defense of ad- 
vertising by George E. Sokolsky, 
which was published recently in 
Liberty, has been issued in the form 
of a book by Farrar & Rinehart, 
Inc., New York. The introduction is 
by Fulton Oursler, editor of Liberty. 

The book contains additional in- 
formation not included in the mag- 
azine series, and comprises 180 
pages and a complete index. The 
price is $2. 


To Exhibit Industrial Ads 

Forty industrial advertising cam- 
paigns which have been selected by 
ten business paper publishers as 
being the most successful of current 
copy in their papers will be exhib- 
ited by the Engineering Advertisers 
Association, Monday evening, May 
8, at the Electric Club, 20 N. Wacker 
Drive, Chicago. A jury of eight au- 
thorities on industrial advertising 
will analyze the exhibits and dis- 
cuss the points which they believe 
have made the campaigns suc- 
cessful. 


Gets Hotel Vancouver 


Stewart MacIntosh, Ltd., Van- 
couver, B. C., has been appointed 
to handle the account of the new 
Hotel Vancouver. Newspapers will 
be used, beginning May 15. 


Keefe Named 


Jerry Keefe has been appointed 
vice-president and general mana- 
ger of Halas & Keefe, Chicago, sales 
contest plans. The company was 
formerly Halas-Kumler. 


AMERICA’S newest farm crop 


looks like a million — and 
dresses that way too. 


SEE PAGE 26 
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Summer thermometer checking in Phoenix still holds intense interest. But 
. for an opposite reason. Now it’s not how HIGH the red line goes but how 
| LOW it falls. For Phoenix makes its summer weather to order! It has 
become ‘“‘The Air Conditioning Capital of the World.” And rightfully so. 
For at the end of the ’38 summer season 506 business buildings . . . offices, 
department stores, specialty shops, theaters, banks, etc. ... and over 15,000 


residences and small shops, were “air cooled”! So Phoenix doesn’t simmer 


any more! What does this mean to business? Summer “slumps” are changing 
to “humps” on sales charts. It proves year ’round in Phoenix that if you 


want to make sales advertise where sales are being made! 


Sho NG ALETTE 


BOB HALL, National Advertising Manager = Representatives—Williams, Lawrence & CresmerCo. $$ @ Representatives—Paul H. Raymer Company | 


DICK LEWIS, General Mgr-fil » 4 
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The ABC of Radio In Arizona! 
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Tele . =a ) h f program, featuring President Roose- 
CTE VISION EMU sie ne cite Wi coe 
Draws Consumer 

s 
Copy in New York 


(Picture on Page 31) 

New York, May 4. — Television 
was Officially ushered into public 
view here this week coincident with 
the opening of the World’s Fair Thousands of New Yorkers. how- 
when National Broadcasting Com-|ever, to whom television had pre- 
pany inaugurated a series of regu-| viously been little more than a 


telecast of dedicatory ceremonies at 
the fair. 

Since only a few hundred tele- 
| vision receiving sets have been pur- 
| chased by consumers in this area to 
| date, and the receiving range pos- 
| sible with present equipment is lim- 
ited to about 45 miles, comnpara- 
tively few people saw and heard the 
inaugural broadcast in their homes. 


lar programs, and large-scale ad- | name that might mean something in 
vertising of receivers made its debut | later years, gathered in local radio 
The first | shops and department stores to wit- 


in New York newspapers. 


MORE readers than 


any National Magazine! 


Highest effective buying income per family of any city in America 
.. . 18% above the national average .. . that’s Washington... 
where more than $350,000,000 will be spent this year for life’s 
necessities .. . and where The Family Circle goes into more dif- 
ferent homes than the three leading weekly magazines combined 


... or the four women’s service magazines combined! 


Not Washington alone. In each of 22 cities of 100,000 population 
or more... 51 cities of 25,000 population or more... The Family 


Circle goes into more homes than any national magazine! 


If you sell a product a housewife can use, every FC reader is your 
prospect ... because every one of them is an active housewife- 
shopper. That’s how they came to be ardent FC readers. . . by 
patronizing the 5600 chain grocery stores where FC is distributed 


... shopping there from two to six times a week .. . every week. 


For FC’s 1,400,000 best customers in your best urban markets, the 


price is only $2800 a page. 


THE 


NEWARK 


“Every reader a customer” 
NEW YORK CHICAGO 


sisted of a three and one-half hour | crowded the Radio Corporation of | several of which had stocked dem- 


FAMILY CIRCLE 


SAN FRANCISCO 


ness the ceremonies taking place | the transmitter, declared the pro- 
eight miles away at the fair grounds. | gram better than he had anticipated. 
Many others at the fair grounds A number of New York stores, 


America building to watch the cere-| onstration television 
monies on 12 television receivers lo-| pick up experimental programs 
cated there. Pictures and sound | broadcast in previous months, be- 
were flashed to the NBC television | gan regular sale of home sets re- 
transmitter atop the Empire State tailing from $200 to $1,000, sup- 
building and back again to the fair | ported by local newspaper adver- 
grounds. tising. 
| Daily programs originating in 
|NBC’s Radio City studios are now 
The transmission of the program, being broadcast. Present programs 
while far from perfect, exceeded the | consist largely of films, although 
expectations of most of those who! brief pick-ups are made from the 
watched it. O. B. Hanson, NBC} fair grounds three afternoons a 
chief engineer, who witnessed the | week. 
show from his home in Westport, Bloomingdale Brothers depart- 
Conn., more than 45 miles from | ment store offered this week what 


receivers to 


Engineers Satisfied 


In these cities of 100,000 population or 
more, The Family Circle goes into more 
homes than any national magazine 


Cleveland Richmond 
Dallas Sacramento 
Denver Salt Lake City 
E] Paso San Diego 
Fort Worth San Francisco 
Little Rock Seattle 
Oakland Spokane 
Oklahoma City Tacorna 
Omaha Tulsa 
Philadelphia Washington 


Portland. Ore Wilmington 


Circulations of leading magazines in 
Washington, D. C 


THE FAMILY CIRCLE 71,100 
Women's Service Magazines 

Ladies’ Home Journal 26, 306 
Good Housekeeping 26,039 
Woman's Home Companion 23,383 
McCall's 19.563 
Weekly Magazines 

Saturday Evening Post 31,424 
Liberty 23,972 
Collier's 20,117 


More different Washington families read 
The Family Circle than all four women s 
service magazines combined—or all 
three leading weeklies combined! 


I. A. Hirschmann, sales and adver- 
tising director, termed “a peep into 
the future of merchandising” when 
a millinery fashion show was pre- 
sented by television. An audience 
on the third floor of the store wit- 
nessed a show being staged three 
floors above by a group of manni- 
kins. 

Advertising of television, hereto- 
fore limited to occasional depart- 
ment store announcements of dem- 
onstrations, began in earnest this 
week. Allen B. Du Mont Labora- 
tories and RCA both used full pages 
in newspapers to promote public ac- 
ceptance of receivers. Because reg- 
ular programs are available only in 
this area, advertising will be con- 
fined of necessity to the metropoli- 
tan section. Several other manu- 
facturers in the new field are plan- 
ning consumer advertising in addi- 
tion to retail store copy. 

Television at the fair is not lim- 
ited to NBC and RCA. Both West- 
inghouse Electric & Mfg. Company 
and General Electric Company have 
receivers in their fair buildings 
General Electric’s television display 
is unique in that visitors can take 
the equipment apart to learn how 
the invention works. 


Receivers in Theaters 


Still another aspect of the publi 
unveiling of television is the possi- 
bility that manufacturers selling re- 
ceiving sets may receive assistance 
from foreign interests who plan t 
acquaint the public with the nev 
medium by introducing television in 
theaters. 

A survey recently completed by 
the Will Hays organization, Mo- 
tion Picture Producers and Dis- 
tributors of America, took up the 
subject of new competition to be of- 
fered when it is possible for peopl 
to get the same type of entertain- 
ment in their own homes as can be 


viewed and heard in theaters. 

Theater television is already 
reality in England and Germany 
and the Hays report predicted mor 
rapid progress in theater television 
than in home television. In Eng- 
land, vast audiences have witnessed 
such news events as boxing bouts 
by theater television. 

Courtland Smith, who prepared 
the report, forecast a public sal 
of home receivers of between 2,500,- 
000 and 5,000,000 sets within the 
next five or six years. Manufac- 
turers are basing their productior 
plans on this estimate, he said. Hi 
also predicted that advertisers would 
be quick to adopt the new mediun 
as soon as public acceptance is 
achieved. 
| Blankenship Named 

Harvey W. Blankenship, Jr., has 
been appointed advertising manage 
|of Graver Tank & Mfg. Compan) 
East Chicago, Ind. 


| — 


To Adrian Bauer 

Builders Weather Proofing Prod- 
|} ucts Company, Philadelphia, has ap- 
pointed Adrian Bauer Advertising 
| Agency to handle its account. 


ATTENTION VALUE 


<i. “ 
beet, &F te. 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacture 
most direct method of contact at low#* 
| cost with largest bona fide list. (Adve" 
tisement.) 
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May 8. 1939 ADVERTISING AGE 
Mickey Mouse-Visibility is what counts! 

! WHAT WILL I DO, MICKEY 7 THEY JUST WONT)! I'VE GOT IT! WE'LL YES MICKEY THEY ‘th ALL 
BUSINESS IS PUNK, READ MY AD GET SOME OF MY WELL BE THERE - AND THEY'LL 
PEOPLE DON'T READ +? KNOWN FRIENDS TO HAVE THE CROWDS 
MY ADS - WOE IS ME / < HELP US-BE HERE WITH THEM - 

my TOMORROW AND 
MICKEY MOUSE 
BUSINESS 
STIMULATO ?) 


Copr. 1939, Walt Disney Productions 
World Rights Reserved 


ALL STAR CAST 
BOOKING OFFICE 
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ae — LETS 


FOLLOW THE 


BEST LOVED ACTORS. 
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THE BETTER THE SHOW — 
Y THE BETTER THE AUDIENCE Z® 
, _ 


FOUNDED 1876 


coms WEEKLY 


THE HEARST SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York + Palmolive Building, Chicago 


THATS THE WAY TO GET 
YOUR AOS READ - USE AMERICAS 


WORKS EVERY TIME /_ 


IT 


NOW THAT UNBIASED FIGURES ARE AVAILABLE 
SHOWING THE ACTUAL READERSHIP OF 
ADVERTISING IN VARIOUS PUBLICATIONS 
THE NEW YARDSTICK IS “COST PER THOUSAND 
READERS —NOT ALONE COST PER THOUSAND 
CIRCULATION. IT IS READERSHIP FOR WHICH 
THE ADVERTISER SPENDS HIS MONEY. 
DR. DANIEL STARCH AND HIS INDEPENDENT 
RESEARCH ORGANIZATION MAINTAIN A 
| CONTINUING STUDY OF LEADING PUBLICATIONS 


> 


IN EACH CLASSIFICATION, CHECKING THE 
READERSHIP OF THE ADVERTISING, THE FIGURES 
ARE AVAILABLE TO ALL PUBLICATIONS. WHEN 
PUCK-THE COMIC WEEKLY CONSISTENTLY SHOWS 
A COST PER THOUSAND READERS LESS THAN 
HALF THAT OF THE SAME ADVERTISERS COPY 
IN OTHER PUBLICATIONS -ITS WORTH LOOKING 
INTO. WE'LL BE y 
GLAD TO SHOW YOU 

ALL THE FIGURES- i 
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ADVERTISING AGE 


May 8, 1939 


Agency Open House 
Shows Publishers 
Operating Details 


ANPA Members Guests 
at Informal Meetings in 


New York 


New York, May 3.—Leading ad- 
vertising agencies here threw open 
their doors immediately following 
last week’s annual convention of 
the American Newspaper Publish- 
ers Association and afforded more 
than 100 members of that group an 
opportunity to acquire first hand 
knowledge of agency operations and 
to discuss national advertising prob- 
lems of mutual interest. 


Agencies which unveiled behind- 
the-scene pictures to small groups 
of publishers included: Batten, 
Barton, Durstine & Osborn; Benton 
& Bowles; Compton Advertising; 
Wm. Esty & Co.; J. Stirling Get- 
chell; Arthur Kudner; Lord & 
Thomas; McCann - Erickson; J. 
Walter Thompson Company; and 
Young & Rubicam. 

Several agencies prepared special 
exhibits, but the meetings were in- 
formal and designed to give pub- 
lishers and agencies an opportunity 
to become better acquainted and to 
discuss mutual problems. 


Copy Preparation Shown 


One of the more elaborate pres- 
entations was staged by Lord & 
Thomas, under the direction of 
S. M. Kenyon. A feature of the 
exhibit was a wall display showing 
31 steps in the mechanical progress 
of a Lord & Thomas newspaper 
advertisement. 

Mr. Kenyon pointed out that most 


SPONSOR GRABS SEVENTH INNING SPOT 


In addition to the usual scoreboard advertising adornments, the St. Louis 

Cardinals ball park offers something new for fans. When the seventh inning 

stretch rolls around, Johnny speaks up from his painted bulletin and informs his 
public, vie a transcription, that “It's time for Philip Morris.” 


publishers feel that agencies do not| prove newspapers still receive a 
recognize the value of newspaper] greater share of Lord & Thomas 
advertising, but showed charts to| billings than any other medium. 


To THE RADIO INDUSTRY: 


During the week of March 22nd through the 28th, 1939, after 21 days 
operation at 50 kilowatts, Ross Federal Research Corporation made 
118,920 telephone calls of which 78,793 were completed in 
these twelve cities: Charleston, W. Va., Columbus, O., Dayton, 
O., Fort Wayne, Ind., Indianapolis, Ind., Lexington, Ky., Lima, 
O., Louisville, Ky., Muncie, Ind., Kokomo, Ind., Newark, O., 
Springfield, O. At the same time in Cincinnati 14,947 com- 
pleted calls were made by the Alberta H. Burke Marketing & 
Research Co. 4 To the best of our knowledge this represents the 
most comprehensive study over the widest territory ever undertaken 
by a radio station. We believe that the industry generally will be 
vitally interested in the results of a study of this magnitude. Within 
the city limits of these thirteen cities alone live 2,056,719 people and 
in the general territory encompassed within the geographical limits 
of this arbitrarily defined area (representing only the heart of WLW- 
land) live some 5,680,095 people. The facts are so startling in them- 
selves that to attempt to dramatize them would invite incredulity. 
WLW so dominates this territory that day in and day out during the 
entire week studied an average of 48.3% of all radio homes listening 
to some station were tuned to WLW during the hours surveyed (8:30 


A.M. to 10:30 P.M.). 


The leading local station in each of these thirteen markets was able to 
attract only an average of 22.8%. Itis true that this study, of neces- 
sity, does not reflect factual data with reference to the great rural 
audience in this part of the country ... the rural audience being the 
subject of a new study already under way. We believe, however, that 
we are safe in assuming—and that the industry will readily grant— 
that our degree of domination of the rural audience is certainly not 
less favorable than has been factually demonstrated in the above 
cities. Complete breakdowns and analyses of this study are now 
available and are being distributed. 


If you wish specific information immediately, please advise our 
Sales Department or Transamerican Broadcasting & Television 
Corporation. 


THE NATION’S STATION 
CINCINNATI 


{ See the Crosley Building at the New York World's Fair ] 


— 
—.. 


These charts revealed that in 1938, 
33.9 per cent of the agency business 
was with newspapers, 30.7 per cent 
in radio, and 26.7 per cent in maga- 
zines. 

It was also shown that only five 
years ago newspapers. received 
more than half of all business 
placed by the agency. Mr. Kenyon 
and other executives who spoke 
briefly suggested several reasons 
for this decline, among them being 
the failure of most newspaper pub- 
lishers to provide agencies with the 
type of marketing data to make use 
of the medium possible. 

J. O. Bauer, space buyer, told 
what service agency media men re- 
quire. Robert Leding, research di- 
rector, explained the problems of 
his department in obtaining vital 
information for a newspaper cam- 
paign, and Edward Lasker, vice- 
president, discussed the competition 
offered by radio. 


The Radio Problem 


Mr. Lasker pointed to the con- 
tinued upward trend of radio bill- 
ings by the agency, but asserted 
that the broadcasting industry has 
approached its. saturation point 
since few desirable hours of air 
time remain open. 

To show publishers how an 
agency earns its 15 per cent com- 
mission, two members of the 
agency’s staff gave case histories of 
typical accounts using newspaper 
space. Howard Jones, account 
executive for National Biscuit Com- 
pany, showed the elaborate behind- 
the-scenes activity which preceded 
the appearance of the first insertion 
for this new client. Market analy- 
sis, package development, and trou- 
bles with several federal agencies 
in Washington were among the sub- 
jects which he mentioned. 

Another problem which an agency 
faces in preparing a newspaper 
campaign was outlined by Thomas 
A. Keresey, vice-president. He dis- 
played copy recently placed for the 
New York Central System, showing 
how papers in each community had 
to insert a different price in copy 
which promoted a World’s Fair trip. 

Publishers were also shown the 
type of information furnished by 
competing media. They were told 
that one of the greatest needs of 
newspapers is to establish a com- 
mon ground for research, so that 
all papers will provide agencies 
with comparable market data. 

The meeting was concluded with 
a farewell session in the president's 
office. Don Francisco, president, 
and Sheldon R. Coons, executive 
vice-president, chatted with the 
publishers and presented each with 
a copy of an autographed book on 
advertising. 


Fitger Brewing Appoints 

Fitger Brewing Company, Du- 
luth, Minn., has appointed Benton 
& Bowles-Chicago, Inc., to handle 
its account. 


Faraon Jay Moss Moves 


Faraon Jay Moss, Hollywood, has 
moved to 1462 N. Stanley avenue. 
The telephone number is GRanite 
8878. 


Showing you how labels 
stick to the ;ob on 
letterheads envelopes 
packages and products 
Clip the coupon tor 
the Colorful Book of 


Ever Ready LABELS. 


Ever Ready LAB 


141-A East 25th Street © Hew York, &. ¥. 
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: EVER READY LABEL CORP. 141-AEast 25thSt. Mew Yer. wT 
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§ Send FREE 48-Page Catalog of LABEL IDEAS 
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ADVERTISING AGE 


May 8, 1939 . 
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— Haroest Want ? 


237,000 FARM WOMEN TURN TO HER FOR HELP 


Answering such a barrage of questions would 
stagger the average woman, but to Lola Clark 
Pearson, home department editor of The Farmer- 
Stockman, this is but a part of each day’s assign- 
ment. Mrs. Pearson is the friend and counselor to 
237,000 Oklahoma and Texas farm women .. . 
her department in The Farmer-Stockman is their 
No. 1 textbook. 

Last year from 25% to 30% of the editorial 
content of each issue of The Farmer-Stockman was 
devoted to those scores of things that hold the 
Constant attention of every typically American 
woman whether she lives in a city apartment or 
©n an Oklahoma farm. 


Last year some 25,000 contacts with farm women 
subscribers, either by mail or personally, were 
established by Mrs. Pearson. Last year 20,000 miles 
of traveling throughout the Oklahoma-Texas area 


were required to make these personal contacts. 


And last year, as for the past thirty years, adver- 
tisers found the ardent loyalty of Oklahoma and 
Texas farm women to The Farmer-Stockman a 
powerful factor in stimulating sales among the 
No. 1 buyers in the No. 1 market of the Southwest. 


R-STOCKMAN 


OKLAHOMA CITY, OKLAHOMA 


THE OKLAHOMA PUBLISHING CO. @ THE OKLAHOMAN AND TIMES @ MISTLETOE EXPRESS ® WKY, OKLAHOMA CITY 


KVOR, COLORADO SPRINGS @ KLZ. DENVER (Affiliated Management) @ REPRESENTED BY THE KATZ AGENCY, INC. 
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Expert Contradicts 
‘Hypodermic’ Theory 
- on Premium Usag 


ture store doing an annual volume 
of $500,000, went down with the 
crash in 1929 but later came up 


now accounts 
Fish’s business. 

He shared the one general session 
|held by the association with Henry 
|S. Bunting, publisher of Business 
| Promotion, substituting for Charles 


for 45 per cent of 


| 


Premium Group W. Dunn, association counsel; Wil- 


Dinnen, attorney for the 


pe lliam F. 
of Working Plan for Federal Trade Commission in Chi- 


~ Chicago, 


cently termed 
premiums “hypo- 
dermics” without 
permanent value, 
today had the 
pleasure of hear- 
ing another ex- 
pert emphasize 
their value as an 
intrinsic part of 
a long-range pro- 
motion campaign. 

The proponent 
was Louis Porter, 
dynamic general 
sales manager of 


Long-Range Gains 

May 2.—The Premium 
Advertising Association of America, 
aware that some experts have re- 


HE S&t. 


This LN ewspaper 


covers 


. The 49 State 


cago, and Clinton Brown, campaign 
|manager for the Edison 
Electric Appliance Company. M. H. 
Richards, vice-president of the as- 
sociation and premium buyer for 
Colgate - Palmolive - Peet Company, 
| presided. 

Although he is a strong believer 
|in the proper, planned use of pre- 
|miums, Mr. Porter emphasized that 
| they must be a part of a coordinated 
|} merchandising campaign and that 
| the premium alone cannot be ex- 
pected to perform the entire selling 
| job. 

| “The days of haphazard money 
making are gone,” he asserted, “and 
they will never return. Competi- 
| tion today has grown to a state of 
ferocity.” 

| This condition, he added, makes 


the L. Fish Furniture Company. Mr. | it necessary for merchants to sur- 
Porter, once owner of a retail furni- | pass, rather than imitate their com- 


smiling with the premium plan that | 


General | 


petitors in merchandising 
ity. “It is very convenient to find 
out what a competitor is going to 
do,” he remarked, “but when you 
have found out—don’t do it, too.” 


Specific Task Important 


Bringing these general remarks 
down to the specific case of mer- 
chandising through premiums, Mr. 
Porter said that his company had 
succeeded with this type of promo- 
tion where others had failed, simply 
because its premiums are designed 
and used for specific tasks. 

Fish has five plans, all of which 
emerged from the one originally 
conceived by Mr. Porter and experi- 
mented with for 18 months. Most of 
these involve giving the prospective 
customer a premium in return for 
her patronage. Her patronage is 
assured in some cases through ad- 
vance deposits on furniture or other 
Fish items which she will later buy 
on the instalment plan. 

The plans differ principally in the 
type of accounts which the company 
seeks. It knows, for example, that 
it can afford to give a premium 
worth $8 or $10 in return for a $75 
instalment account. Premiums for 
accounts of lesser or greater value 
are figured accordingly. 

Emphasized by Mr. Porter, how- 


bore away in one spot 


whenvyou can 
so easily have 


ever, is that his company is more 


this whole circle ? 


is so 
just the 
. . So much 
Louis city 


Louis market 
much bigger than 
City of St. Louis! . 
bigger than the St. 
and suburban area! 


The true St. Louis market is 
The 49th State—extending out 
150 miles in every direction from 
St. Louis. This is one big unit 
market—covered by a great and 
famous newspaper. The Globe- 
Democrat reaches the people of 
the entire 49th State, just as it 
reaches the people of its capital 
city, St. Louis. 


For the advertiser this means a 
special advantage, for his adver- 
tising in The St. Louis Globe- 


Glote-4) 


Democrat extends his sales where 
they logically Lelong—throughout 
the city plus this great tributary 
area. 


The advertiser who bores for 
sales in one spot misses the 
greater portion of the true mar- 
ket—and misses a_ tremendous 
volume of business which he 
might just as easily have. 


The St. Louis Globe-Democrat, 
St. Louis’ oldest newspaper and 
only morning newspaper, makes 
the task so easy—so economical. 


Not only does it reach the 
known buying power of St. Louis 
and its suburban area, but, also, 
it covers the rest of the rich 49th 
State circle. 


ingenu- 


GETS HIGH RCA POST 


Frank £. Mullen has 

vice-president in charge of advertising 

and publicity for the Radio Corporation 
of America. 


been appointed 


interested in using the premium 
plan, in the continuing purchases of 
the customer that it is in any single 
account. Price and the quality of 
the merchandise sold are vitally im- 
portant factors here, he added. 
Whenever possible, Mr. Porter 
makes his selection of premiums— 
totaling some 70,000 a year—from 
nationally advertised merchandise. 
“If the premium is a nationally 
| known product,” he said, “the cus- 


| tomer knows that she is getting 
something of real value, and in 
| many cases knows just what it 


would cost if purchased elsewhere. 

“We don’t feel that this consti- 
tutes a threat to the regular dealers 
of that product. We believe it ac- 
tually serves to stimulate sales.” 

Mr. Porter stressed two other 
points in the Fish premium policy. 
No premium offered by the company 
is ever sold in its own stores. Also, 
premiums are selected as being in 
| that class of products which the cus- 
tomer wants but is not likely to buy 
with his own money. 


Discusses Legal Threats 


Legislative threats against pre- 
mium advertising were discussed by 
Mr. Bunting. “The past 12 months,” 
he said, “have witnessed the great- 
est number of attacks upon the pre- 
mium business in its 40-year his- 
tory. More than 50 bills, designed 
to regulate premium advertising, 
have been introduced in 32 states.” 

Despite this avalanche of at- 
tempted legislation, Mr. Bunting as- 
serted that the premium business 
“had not lost a major battle.” He 
warned association members, how- 
ever, that many bills are still pend- 
ing and that the association must 
continue its efforts to prevent in- 
imical legislation. 
| He urged that newspaper support 

be sought in states where bills 
against premium advertising had 
| been introduced, citing the associa- 
tion’s recent fight against an “anti” 
bill in Kansas. In that state, he re- 


—— 


marked, the association sought and | 
gained the support of the Kansas | 


State Press Association and with 
the aid of this group was successful 
in defeating the proposed measure. 
Newspapers, he explained, are sub- 
stantial users of premiums in circu- 
lation drives and can usually be 
counted upon to lend their support 
| to the premium industry. 

Further legal aspects of the pre- 
mium business were covered by Mr. 
Dinnen in an “off the record” dis- 
cussion of the Federal Trade Com- 
mission’s attitude toward their use. 
Mr. Dinnen also discussed the 
growth of the FTC, its place in the 
national legislative picture and the 
various ways in which it functions. 
He emphasized that the FTC has no 
desire to be a “dictator” and that 
it does not make the laws but seeks 
only to interpret them for the bene- 
fit of all legitimate business. 

Mr. Brown, the Hotpoint expert, 
outlined the use made by his com- 
|pany of premiums, “though we 
don’t call them that,” in stimulating 
| salesmen to 100 per cent efficiency. 
| Properly selected and merchandised 
| to the sales force, they can provide 


a 


that “extra something” which makes 
the salesman give his best efforts to 
the job, he declared. He also com. 
mented on the fact that when sales. 
men have their choice of premiums 
they are most likely to select one 
that they would not be likely to buy 
out of their regular income. 

The association will not elect offi- 
cers until its next meeting, sched. 
uled in conjunction with the Adver- 
tising Federation of America 
convention in New York, June 18-22. 


Premium Use of 
Product Held Spur 
to Dealer Sales 


Chicago, May 2.—The use of na- 
tionally advertised products as pre- 
miums usually serves to stimulate, 
rather than jeopardize legitimate 
dealer sales of those products, a sur- 
vey of opinion among members of 
the Premium Advertising Associa- 
tion of America revealed today. 

Although those commenting are 
all strong exponents of premium 
usage, they declare that this con- 
clusion is backed by facts covering 
a wide variety of products. It was 
asserted that the good will and word 
of mouth advertising gained in 
presentation of a nationally adver- 
tised premium more than offset any 
possible temporary drop in _ loca! 
dealer sales. 

Henry S. Bunting, publisher of 
Business Promotion and one of thi 
convention speakers, told ApVERTIs- 
ING AGE that in all instances wher 
figures had been available, deale: 
sales were greater for a product fol- 
lowing its appearance as a premiun 
than they had been previously. M 
H. Richards, vice-president of th« 
association and premium buyer for 
Colgate-Palmolive-Peet Company, 
also shared this view. 

Nationally advertised products 
were held to have a greater valu 
for use as premiums than unknown 
products, principally because th 
value or price on these products is 
a figure of public record. 

Makers of nationally advertised 
products, it was admitted, face a 
ticklish problem in selling their 
dealers on the idea that premium 
distribution of these articles will 
not permanently injure dealer sales 
Some companies avoid this issue, i! 
their premium sale is large, in cre- 
ating a new name and new desig! 
on the products sold for this pur- 
pose. 


Mullen Named RCA V. P. 


Frank E. Mullen, for four and 
one-half years manager of the de- 
partment of information of Radi 
Corporation of America, New York 
has been elected vice-president in 
charge of advertising and publicity 
Horton Heath, formerly assistant t 
Mr. Mullen, has been appointed 
manager. Mr. Mullen has been 1 
radio for 16 years, joining Nationé 
Broadcasting Company in 1926. 


Boost Sables! 
RADIOS 


ARE “TOPS” IN PREMIUMS 
SENTINEL PORTABLE 


Plays 4mazing 

. ’ 
Anywhere! Low Price: 
A Summer sales stimulator! 
No aerial, ground or outside 
wires. Light weight. Use* 
25% less battery current 
Shark grain leatherette case. 
Only 8%” x 9” x 6%". Ideal 
tor vacations, boating, ete. 
Phone+* W rite 


Wire 


D. A. PACHTER CO. — 
Merchandise Mart. Chica9°® 


National Premium Representatives 
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SPACE IS CREATED BY THE PUBLISHER AND USED BY THE ADVERTISING AGENCY TO BUILD GREATER SALES, EMPLOYMENT AND PROFITS FOR EVERYONE. 


THE CONSUMER MOVEMENT 


Special Report to Executives, by BUSINESS WEEK, 
Answers Questions Vitally Affecting 
Advertising Agencies Services. 


To quote from the preface of the 14-page 
analysis: “This is a study of organized dis- 
content—the discontent of some consumers 
with the things they buy and the way those 
things are sold to them. It is a discontent 
which feeds upon itself and which business 
cannot afford to overlook because it has 
already assumed the proportions of a real 
threat to producers and distributors of ad- 
vertised brands. The study is an effort to 
answer those questions about the consumer 
movement which business men are asking 


about it. 


( For a copy of Study, ask for No. 1 ) 


and to provide a directory of the movement 
for executives who want to do something 


“In its preparation BUSINESS WEEK 
has made a deliberate — and occasionally 
painful — effort to achieve that objectivity 
which has been lacking in most published 
considerations of the problem. Only on the 
basis of complete and uncolored under- 
standing of the facts and philosophy of the 
movement can business intelligently formu- 
late its own plan of action.” 


DIGEST OF CURRENT ARTICLES OF SIGNIFICANCE TO ADVERTISING 


AGENCIES 


FOOD PACKAGES WIN 


One Third of First Awards 
Given to Food Product 


Par hages 


bleven hundred of the nation’s pack- 
iwes were entered in the competition 
jor the Wolf Awards. The entries of 
food packages in the various competi- 
tions increased approximately 25 per 
cent this year as compared to last year 
away with a third of the 
FOOD INDUSTRIES il- 
lustrates the winners in such classifi- 
the most effective use of 
layout and decorative design with par- 
ticular emphasis on merchandising val 
uc and beauty; the most effective use 
ol merchandising ingenuity; the most 
etlective design to create shelf visibil 
\; the most effective package to pro- 
mote the product as a gift; the most 
cllective redesign, etc., etc. 

For a copy, G0K G68... 0 ce cuees No, 2 


and 
first 


came 


awards. 


cauions as 


“IT'S THE INDUSTRIAL 
BRUSH MAN” , 


Selling Brushes as a Line 
of Tools 


\ comprehensive study of industrial 
iyush users shows that individual 
plant requirements vary from 6 to 44 
different. styles for production and 
maintenance work — power operated 
‘nushes, floor sweeping brushes, bench 
or lathe brushes, paint brushes, scrub- 
hing brushes, polishing brushes, dust- 
brushes. 
\n article in MILL SUPPLIES 
oints out how these may be grouped 
tools and thus sold after the sales 
i lines up the plant requirements. 
ilso lists the plant uses for brushes. 
hor a oe a eee 


TERY rer, + . 
+ © LESURGERY — Doctors, internes and 
Ss may now observe operations repro- 


life size on fluorescent screens in 
iditorium several floors away. Image 
e shows surgeon's hands performing 
ppendectomy through an installation 
by the American Television Corpora- 
as shown in ELECTRONICS. 


MECHANIZED CONSTRUCTION 
Public Utilities Apply Produc tive 
Aids to Get Most from 
Construction Dollar 


When the public utility industry is 
mentioned the mind naturally takes 
an electrical turn. An unusual view of 
the mechanical side of the electric 
power industry is presented in ELEC- 
PRICAL WORLD by a 16-page insert 
devoted to mechanized construction. 

Squeezed between ascending taxes 
and descending rates, system construc 
tion dollars must now reach further 
than ever, so the power business has 
taken to mechanical tools. This mech 
anization has no limits of size — from 
hand tools through power drills and 
pumps and pavement cutters up to 
such massive tools as excavators, con- 
crete mixers, cranes, tractors, 30-ton 
trailers and a whole range of auto- 
motive equipment, tooled to do unique 
tasks. 

For a copy of the article showing 
what equipment is saving utility dol 
lars, in construction and maintenance, 
ask for 


NAVY YARDS MODERNIZE 


Greatest Expansion Program 
Detailed 


An army may travel on its stomach but 
it’s the navy yard that maintains the 
fleet. 

Now that the nation’s greatest navy 
expansion program is under way, after 
a ten-year moratorium in ship building 

-many agencies may wish to catalog 
the makeup of the nine yards for con- 
struction of warships. 

The Hon. Charles Edison, Assistant 
Secretary of the Navy explains in 
AMERICAN MACHINIST how and 
why the yards are modernizing for 
tomorrow's Navy — following which 
AMERICAN MACHINIST analyzes the 
yards — reviews present equipment — 
states the new equipment needed — 
presents the appropriations available 
for expansion and modernization. In 
addition the complement of machine 
tools aboard naval vessels is shown. 

For a copy of study, ask for...No.5 


WHAT IS ELECTRICAL INDUSTRY 


Often-asked Question 
Analyzed in Simple Manner 


An article in ELECTRICAL WEST 
goes to some length in breaking down 
the electrical industry into five groups 

manufacturers, wholesalers, contrac- 
dealers and utilities — fully dis- 
cussing each group, winding up with 
recognition of the customer himself. 
Agency market research departments will 
be interested. For a copy, check. . No. 6 


tors, 


THE NEWLY-DESIGNED “Snood” stock- 
ing with Lastex mesh welt is shown above. 
The mesh absorbs the strain caused by 
bending the knee, adds to life of stocking 
and comfort of wearer. TEXTILE WORLD, 


RANGE BUSINESS BOOMS 


Heavy Electric Range Sales 
Resulting from Planned Drives 


Agencies may well analyze the January 
figures showing electric ranges up 51.75 
per cent over last year. 

The range during the next ten years 
offers the biggest profit potential that 
dealers have had since the heyday of 
refrigeration. 

Ranges, says ELECTRICAL MER. 
CHANDISING, are today in about the 
same position marketwise that washers 
were back in 1921 and _ refrigerators 
were in 1927 viz: a saturation enough 
to provide a body of satisfied users 
who, by word of mouth are stimulating 
a general acceptance; and an unsold 
market in higher and medium income 
families that promises volume sales at 
good prices. With that as a premise, 
the range story is broken down into 
component parts which make it a 
simple job for the advertising agency 
to grasp the possibilities in a market 
with no fence around it. For the arti- 
COUN, SE OD Se oencess daceesess No. 7 


FAT FIGHT 


Packer Undertakes Significant 
{dvertising Fight to 
Rescue Lard 


\ couple of generations ago, lard was 
the only cooking tat for any purpose 
not requiring butter. 

The present generation vaguely re- 
members lard. Now the packers face 
a condition created by advertising 
that advertising is called upon to 
correct, 

The per capita lard consumption in 
1923 was 14.5 lbs. It dropped to 10.5 
in 1927. During this period the use 
of vegetable and compound fats nearly 
doubled, trom 6.6 to 12.3, largely be 
cause they were aggressively advertised 
and merchandized. The sock that lard 
has taken has also hit the farmer. So 
Wilson & Company has put on an 
8-city advertising campaign, not only 
to boost lard sales but to save farmers 
from a hog-and-corn decline. 

“More Lard in Every Larder” is the 
objective. Results of the test campaign 
will determine the procedure for na- 
tional coverage. The complete story in 
BUSINESS WEEK, has interesting fig 
ures for agencies handling cooking fat 
accounts. For a copy, check.....No.8 


PLASTICS OVER METAL 


New Process Finding Rapidly 
Increasing Use 


Savings in manufacturing coupled with 
talking points for the advertising make 
a grand combination. During the past 
two years, the use of cellulose acetate 
molded parts increased at a greater 
rate than perhaps any of the othe 
synthetic molded materials. 

This is attributed to several factors. 
A distinct advantage is that the ma 
terial is obtainable in almost any col 
or. Although it has been found highly 
satisfactory for small parts, when its 
use was extended to the larger pieces, 
it lacked flexural strength and its sen 
sitivity to atmospheric conditions pre- 
sented design problems. How the mold 
ing of acetate over metal rings the 
bell is a story in PRODUCT ENGI 
NEERING that points to new selling 
features for many types of products. 

The automotive industry was first to 
snap it up but there are a vast number 
of fields in which it can be used to 
advantage. For a copy of the story, 
EM” Gat svenee ci adeeenee ere No. 9 


KEEDOOZLE STORE 


New Automatic Store 
System Hits Stride 


April 6th in the Commercial Appeal 
of Memphis a typical Keedoozle 3- 
column advertisement announced the 
opening of aw automatic store that 
seems a marvel of quick and accurate 
handling of customer orders. Customer 
inserts a gadget that resembles a_pis- 
tol into the slot for, say, cornflakes 
and pulls the trigger — presto, CORN- 
FLAKES (and the price) is printed 
on a roll of paper in the gun. When 
the roll is completed all the items 
listed come tumbling upon a conveyor 
belt to the bundling station. An ar- 
ticle in BUSINESS WEEK describes 
the system in detail. Clarence Saunders, 
ex-boss of Piggly Wiggly is behind the 
new venture. He has closed contracts 
granting franchises for St. Louis, Chica- 
go, Philadelphia and all Texas. 

For a copy of the story, check No. 10 
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AIR DEFENSE PROGRAM 
How It Has Shaped Up to Date 


The program for air defense is no 
simple thing covered by one or two 
simple pieces of legislation. Important 
bits of it are scattered through a half 
dozen pending Congressional measures. 

For this reason, few have been able 
to measure the extent of the program, 
so the article in AVIATION sets up 
the details requiring legislation and 
those to be settled by administrative 
order, For a copy, ask for... No. 11 


CEMENSTONE— IT’S NEW 


Company Formed to Standardize 
Precast Concrete Will License 
Use of Patents 


\ company has been formed to stand- 
ardize precast’ concrete. The system 
provides for standards in precast con- 
crete such as have been developed for 
steel. The units also have been co- 
ordinated with standard steel construc 
tion elements. The new system of pro- 
ducing concrete members, as described 
in ENGINEERING NEWS-RECORD 
will provide everything necessary for 
outer and inner walls, floors and roofs 
delivered to the job ready to put in 
place. It is also planned to produce 
blocks with glass insets for load bear- 
ing wall units to admit light. Further, 
a highly cellular product will be made 
for insulation, weighing one-fourth as 
much as concrete. 

Agencies handling building materials 
accounts will want to be familiar with 
this new system, since it is planned to 
license the use of the patents to manu- 
facturers in key cities of the United 
States. 

The article enumerating the services 
to be affected by the process may be 
had by asking for............. No. 12 


SOAP MARKET 


Per Capita Soap Consumption 
Figures May Be Misleading 


Advertising campaigns are frequently 
based upon findings from a nose-count- 
ing survey that is not backed by a 
technical understanding of the figures 
... then funny things happen. 

An article in ENGINEERING 
NEWS-RECORD comparing water sof 
tening by soap in the home and by 
chemicals at a waterworks plant illus- 
trates this point. For example, in Chi- 
cago Heights people spend annually 
$7.27 per capita for soap, while those 
in Bloomington spend $4.20. Techni- 
cally the answer is in the water, the 
former having a hardness of 555 p.p.m. 
while the latter is 70 p.p.m. 

In other words, if water of 200 p.p.m. 
is reduced to 100 p.p.m., the commu 
nity saves $6,200 per year for each 
10,000 of population. For the story ask 
Be tisdcbhetesies as ssac8aus .No. 18 
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Television is Here 


With the production of television 
programs at the New York World’s 
Fair on opening day, April 30, co- 
incident with the appearance of 
full-page newspaper advertisements 
in New York describing the merits 
of RCA-Victor television receiving 
sets, the new industry, of which so 
much has been said and written, is 
actually here. 

The chief interest in television 
now is in the development of the 
manufacture and sale of receiving 
sets. While closely related to radio 
broadcasting, television will not 
arrive as an advertising medium 
until sets are in sufficiently wide 
distribution to make adequate audi- 
ences available. In the meantime, 
however, the strong appeal of tele- 
vision to the public opens the way 
for successful advertising and mer- 
chandising of receiving even 
though conservative members of the 
radio industry insist that it is still 
too early to 


sets, 


hope for spectacular 
acceptances of the new products. 
The big problems of television, 
including broadcasting facilities and 
program production, must now be 
solved, and they will no doubt yield 
to the same type of intensive effort 
which developed radio as an indus- 
try so rapidly back in the twenties 
When one compares radio today with 
the crude approaches to broadcast- 
ing in the early period, it is not hard 
to realize that television will be able 


constantly to expand and improve | 


its telecasting facilities and tech- 
niques so as to insure and justify 
increasing interest and _ support 
from the public through the pur- 
chase of receiving sets. 

Advertisers are sitting on the side 
lines watching television with in- 
tense interest, even though with the 
realization that commercial tele- 
casting on a national scale is still 
some distance away. It will take 
time as well as huge investments 
in equipment and program facilities 
to bring television into the home 
on a basis at all comparable with 
radio broadcasts. Until technical 
and commercial progress catches up 
with the known possibilities of the 
field, television will probably not 
be an important factor in broad- 
Even such a prediction, of 
course, might easily be upset if the 
new industry advanced with the 
speed which characterized the de- 
velopment of radio 15 years ago. 

In the meantime it is worth em- 
phasizing again that progress in 
television, as in other fields of 


casting. 


in- 
dustry, has been possible’ only 
because its pioneers have been will- 
ing to make huge investments of 
money and to organize technical 


and engineering ability on a large 


scale to make possible the rapid 
development which now enables 
Americans to enjoy another new 


and intensely interesting modern art. | 
can arbins ele 4 


Advertising and the Fairs 


the New 
calls attention to 


York 
the 
in itself the greatest 
the 
year, absorbing advertising expen- 
ditures which would normally have 
gone in other directions. Manufac- 
turers who have spent millions in 
the erection of and the 
creation of have had to 
take this money largely out of their 


The opening of 
World’s Fair 
fact that it is 
ingle 


advertising medium of 


buildings 
exhibits 


advertising appropriations 

Is it reasonable to assume 
that the 
expense of 


, there- 
being run at 
We 
In the first place, such a 
exposition is a 


fore, 
the 
think not. 


fair 1s 
advertising? 
gigantic 


great and 


direct stimulus to business, through 


creating many new activities, 
largely related to the construction 
of the fair and attendance there 


The additional business thus created 


should be responsible for more 
advertising 
The retail stores of New York 


City, for instance, will undoubtedly 
do a great deal more 
result of 


business as 


the increased 


aland 
traffic |should be favorable 


through the city. So will hotels, 
restaurants and amusement enter- 
prises. Presumably they will spend 
more for advertising, though it must 
be admitted that most retail adver- 
tisers will get more for their pres- 
ent through bigger 
circulations available in local media 


expenditures 


at no advances in rates. 

Travel advertisers are taking ad- 
vantage of the New York 
San Francisco to accelerate 
their promotional efforts. 
clude 
tourist 


fairs in 
and 
They in- 
transportation 
promotion groups, but 
tire, oil and automotive advertisers 

While the main advantage to ad- 
vertising, as to all other commercial 
interests, will come in the form of 


not only and 


also 


increased business developed 
fair 
hardly 
expanded 
Thus 


through world’s activities, ad- 


fail to profit 
volume in 


vertising 
through 


can 
any 
line while some losses to 
media may result from diversion of 
advertising funds to exhibit 


the 


space 


promotion, net results 


a 


THEY MAY PUT IN SOUND EFFECTS, TOO 


Seeks Complaints 

One of the most interesting ad- 
vertisements we have seen in a long 
time, and one which we feel will do 


An Open Letter to 


dissatisfied | 


Roos customers...past, present and future! 


ee ee en 


noun 


a lot of confidence-building for its 
| Sponsor, is that reproduced here. It 
tells a straightforward story of 
ja justifiably dissatisfied customer, 
}and makes no bones about admit- 
lting that this dissatisfied customer 
had every right to be dissatisfied 
| In itself, the idea of encouraging 
complaints is neither new nor start- 
ling, but this advertisement seems 
noteworthy nevertheless because of 
the manner in which it is presented 
|For example: 

“The incident (the dissatisfied 
customer mentioned above) made 
us wonder if there are other com- 
plaints that we never hear about 
| We realize that, after all, Roos Bros 
lis made up of human beings. And, 
being human, some of our employes 
are going to make mistakes We 
don't blame them for occasional 
errors. We realize that the man 
never made a mistake, never 
made anything 

‘But we would like to know 
about our shortcomings, so that we 
can make every effort humanly 
possible to correct them No 
imatter what your complaint may 
be, nor how long ago the incident 
|may have occurred, we hope you'll 
tell us about it, give us an oppor- 
tunity to say ‘We’re sorry’ and try 
to make amends.” 

The “we don’t 


who 


Ad-libbing 


| 
} 
| 


blame employes | 


The New Yorker. Drawn by Alan Dunn 


"Since the first of the year the museum has had a sponsor.” 


for making occasional mistakes” is 
a particularly happy thought, it 
seems to us, because undoubtedly 
the thought of “getting some sales- 
person in trouble” prevents more 
honest complaints from reaching 
the management than any other 
factor. 


State Advertising 


Herb Graffis, editor of Golfing, 
and columnist for the Chicago 
Times, thinks North Carolina has 
been doing a swell job of state pro- 
motion. He says, “Bill Sharpe, the 
state’s press agent, has been herding 
the solvent middle class, backing 
up his state’s advertising with 
widely circulated tales of the do- 
main’s curiosities. Bill cites among 
the things worth seeing a tomb- 
stone near Raleigh on which there 
still appears, faintly, this stirring 
epitaph: 

“Ma loved Pa, 

Pa loved wimmen, 

Ma caught Pa with one in swimmin’. 
Here lies Pa.” 


Jottings 
A correspondent reports the fol- 
lowing on a theater marquee: 
Eleanor Powell 
Burns & Allen 
Society Smugglers 
readers of the classi- 
fied columns in the Racine, Wis., 


Journal - Times clucked in amaze- 
ment when they saw this in a recent 


Confirmed 


issue: “For rent, May 1, spacious 
five rooms and bath. Must have 
children to rent this former home of 
ours.” 


Plymouth is sending a neat folder 
to purchasers of its 1939 models, 
which makes no effort to sell parts 
or service, but merely to reconvince 


purchasers that they have made the | 


best possible buy in a low-priced 
car. This is the first actual evi- 
dence we have seen of the factory 
saying “thank you” or 
similar to the buyer of an automo- 
bile. Why isn’t there more of this 
being done? ... 

A neat promotional idea which 
National Lead Company is supply- 
ing painters is a double post card 


which is to be mailed to household- 
ers in neighborhoods where the} 
painter may be doing a_é job 


“There’s a new paint job in your 
neighborhood at ————,” the card 
says. “Look over this sample of 
our work. And while our equip- 
ment is still in this vicinity we can 


make our price especially attrac- 
tive.” A return post card does the 
rest 


—$_ 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1491. Household Appliances. 

Findings of a survey on appliance 
merchandising, made by a leading 
appliance business paper, have been 
issued in booklet form by McCall’s 
Magazine. Replies from home sery- 
ice directors of utilities, distributors 
and retailers show the relative im- 
portance of men and women as 
prospects for household appliances 
and the reasons. Graphs indicate 
consumer magazines voted best in 
educating readers to the advantages 
of owning modern appliances. 


No. 1492. Checklist of Information. 
Prentice-Hall, Inc. has issued this 
checklist in the form of an eight- 
page section of the Prentice-Hall 
Food, Drug & Cosmetic Service. It 
contains the facts concerning infor- 
mation which must be declared on 
the principal label under the new 
Food, Drug and Cosmetic law. 


No. 1493. Men, Methods and Ma- 
chinery. 

Seven broadsides of a series have 
been condensed in this handsome 
32-page brochure to tell the com- 
plete story of the Oklahoma Pub- 
lishing Company. Profusely illus- 
trated, the book describes the 
growth and expansion of the com- 
pany and its part in the develop- 
ment of Oklahoma City, and the 
directorate and managers who co- 
ordinate the company’s men, meth- 
ods and machinery. 

No. 1494. 
Chart. 


National Broadcasting Company 
has issued this pocket size card, 
which shows the time in 144 cities 
in relation to each other during the 
1939 daylight saving time period. 


Daylight Saving Time 


No. 1495. Monthly Rental Map of 
Allegheny County. 

This map, issued by Pittsburgh 
Press, subdivides cities, boroughs 
and townships into census tracts, 
with population, number of dwell- 
ing units or families, average rental 
value and rank of each tract tabu- 
lated. Printed in four tones of red, 
the map indicates high and low 
class areas in the county. 


something | 


|No. 1477. Standard Market Data 


for Dallas, Texas. 

| This study, issued by The Dallas 
|Morning News, offers detailed mar- 
|ket information covering population, 
standard of living, industries, whole- 
sale and retail trade outlets, with 
|maps of the Dallas retail trade area 
|Facts about the paper's editorial 
set-up, merchandising service, cir- 
|culation, linage and other details 
are included. 


No. 1478. Yearbook, 1939. 
Several sections compose this 
‘new brochure issued by the Los 
Angeles Times. Opening pages are 
|devoted to Southern California's 
industry and commerce, and the 
other sections deal with the cover- 
age of the market by Los Angeles 
papers, comparative linage figures 
in various classifications, and the 
features and services of the Times. 


No. 1464. A Private Audition 


Radio Station WMC, Memphis, 
has issued this new study of the 
| Memphis trading area, giving tabu- 
lations of population, radio homes. 
| spendable incomes and other market 
data, by counties, for the station's 
day and night coverage. Fact 
about WMC’s facilities, programs 
and merchandising helps are cov- 
ered in detail. 
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IVER 2,400,000 CIRCULATION! 


The Largest RURAL Magazine in History 


The Seventh Largest NATIONAL Magazine in America 


| The Largest HOME-DELIVERED CIRCULATION of 
Any Magazine 


=~ 
: 

Now you can buy rural 

; circulation in the same 

: huge quantities but at 

even lower cost than 

you pay for mass urban 

: coverage— 


| LESS THAN 


| OFA CENT [7 
| PER PAGE [= 
| PER FAMILY 


h 

' —in a market which 

; 

Is offers the greatest sales 

potential in years for 

28 your products. Oe 
re bats 
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“ 

es 

es 
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GRAHAM PATTERSON, Publisher 
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Formfit Follows 
Spring Drive with 
Special Promotion 


Chicago, May 3.—Having success- 
fully concluded its regular spring 
campaign, the Formfit Company to- 
day revealed plans for a_ special 
promotion on its Spiral Bra and 
Pagan Charm lacing girdle and gir- 
dleiere, May 18. 

The promotion will involve an 
added insertion of 200 lines in 45 
newspapers with this copy supple- 
mented a month later by retailer 
advertising. The major objective of 
the promotion is the dramatization 
of the “scissors silhouette” theme, 


a 


already taken up enthusiastically by | downward, 
|company salesmen and several re- 
| tailers. 


The “scissors silhouette” is Form- 
fit’s own name for the figure outline 
inspired this year by Schiaparelli, 
Formfit collaborator, and especially 
interpreted in the garments sched- 
uled for the special promotion. 


A Gift of Scissors 


Display material and newspaper 
copy will show just what is meant 
by a “scissors silhouette,” in pictur- 
ing an inverted pair of scissors. The 
two finger loops at the top represent 
“breasts held high, deftly separ- 
ated.” The axis represents “waists 
shaped inward to intriguing slender- 
ness,” and the points extending 
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“skirts trimly com- 
pact.” 
During the special promotion, 
each purchaser of the featured 


Formfit garments will receive a 
tiny pair of scissors, exemplifying 
the theme chosen for the event. The 
scissors will have a practical value, 
being useful as either a lapel or 
bracelet embellishment. 

Newspaper copy will continue to 
emphasize the Schiaparelli tie-up 
capitalized by Formfit during the 
past season. It will proclaim the 
“scissors silhouette” as one ‘“authen- 
ticated by Schiaparelli, made avail- 
able to every woman by Formfit.” 

Mats for local newspaper copy, 
radio continuities and window and 
counter display material are being 


furnished retailers by the Formfit 
company. 

Formfit has not yet gone into a 
huddle on its plans for fall, being 
too busy, according to one execu- 
tive, “to do much but fill the orders 
on hand now.” The current three 
weeks’ delay in filling orders was 
cited as a good index to the suc- 
cess of the regular 1938-39 drive. 


To Phelps-Engel-Phelps 


Phelps - Engel - Phelps, Chicago, 
has been named to direct the ac- 
count of The Hermil Company, Chi- 
cago, manufacturer of Deep-O-Bob, 
automatic fishing bobber; and Al- 
lied Screw Machine Company, Chi- 
cago, resident mechanical trades 
school. 
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Guamonous, glorious figure 
charm of *3). Lovely, alluring, 
ewentially feminine —1He NEw 
sess srmoverre f Authent- 
cated by Schiaparelli, made 
available to every woman by 
Pormfit. The highly held and 
defuv separated busthine magi- 
cally achiewed under the caress 
ing influence of Spiral Bea. The 
“scooped-out™ waistline, the 
basic essential of the sciswrs sil- 
houctie, condortably and easily 
yourswith the newingeniouslac 

iag feature of Pagan Charm gir- 
dies and one piece foundations 
Atthe beter corserdepartunents. 


GRASSIERES $1-$3.56 GIRDLES $5-$10 
GARDLEIERES $7. 50-510 


(ADE OY THE FORMFIT Company - vou 

Formfit Company is featuring the "'scis- 

sors silhouette” in a special promotion 

for this attractively modeled garment. 

More simply, the “silhouette” is drama- 

tized by the inverted pair of scissors 
shown in the copy. 


N. Y. Sales Chiefs 
Nominate Monagle 


A. C. Monagle, vice-president, 
Standard Brands, Inc., has _ been 
nominated to succeed Arthur Rams- 
dell, director of sales, Borden Com- 
pany, as president of the Sales 
Executives Club of New York. 
Elections will be held May 16. 

Other nominees are Warren K. 
Rishel, Eastern sales manager, Mor- 
ton Manufacturing Company, for 
first vice-president; K. N. Merritt, 
general sales manager, Railway Ex- 
press Agency, second vice-presi- 
dent; Charles T. Lipscomb Jr., in 
charge of salesmen, Vick Chemical 
Company, secretary; and George P. 
Johansen, secretary-treasurer, Ad- 
vertising Distributors of America, 
Inc., for re-election as treasurer. 


Comyns Joins Nu-Hesive 
Ray Comyns has resigned as 
manager of the chain store division 
of E. R. Squibb & Sons, New York, 
to become vice-president and direc- 
tor of sales and advertising of Nu- 
Hesive, Inc., Leominster, Mass., 
manufacturer of surgical dressings. 


Turco to Clark 


Turco Products, Los Angeles, 
manufacturer of cleaners and water 
softeners for home and industrial 
use, has appointed Darwin H. 
Clark Advertising Agency, Los An- 
geles, to handle a newspaper, radio 
and business paper campaign. 


A. A. Smith Promoted 


Alexander A. Smith, formerly ad- 
vertising manager of People’s Press, 
New York, has been appointed ad- 
vertising manager of all ten weekly 


labor newspapers published bj) 
Trade Union Service, Inc., New 
York. 


SAYS THE CIGD WLIO COIDIE 


CHICKENS LAY GOLDEN 
EGGS IN NEBRASKA AND 
SOUTHWESTERN IOWA — 
OVER OWE BILLION E665 
A YEAR — WORTH MORE 
THAN IS MILLION 
DOLLARS. 
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THIS RICH MARKET 
IS COVERED THOROUGHLY BY 
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World-Herald 


Netionel Representatives: O'Mere & Ormsbee. in¢- 
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When 9,437 women go to the theatre 


at 8:30 in the morning 
c @ TO SEE A KITCHEN 
is 


— thats KMOX 


5,437 St. Louis housewives deserted their husbands and 
children early on the morning of March 25. By trolley, bus, and 
family car they hurried downtown. They crowded into the Fox 
Theatre to attend the sixth anniversary broadcast of the KMOX 
Magic Kitchen. At 8:30 A.M. the theatre was jammed. 


Consider that each had to write or visit KMOX to get an 
mission ticket to see a 4/tchen and you will have some idea 
of\the power of this program which works its magic in St. Louis. 
And of the station whose leadership in food advertising is 


epitgmNzed by that Magic Kitchen. 


dnember, too, that KMOX carries 48% of all food advertising 
the\three St. Louis network stations —that KMOX, during the 


mn 5% thrxe months, carried O1% of all local and national spot business 
SEI ELIL OEE LOA A 


in the\same Lroup. 


 ; LT 


Whethe your product be a “push-over” or needs to be 
pushed, KQ{QX will sell it to an audience of avid consumers 


larger than of the five other St. Louis stations put together. 


Drop in and see us or call the Radio Sales office nearest you. 


KMOX 50,000 WATTS - ST. LOUIS - A CBS STATION 


Owned and operated by THe CoLuMBIA BROADCASTING SYSTEM. 
Represented by Rapio Sates: New York, Chicago, Detroit, 


St. Louis, Cincinnati, Charlotte, N. C., Los Angeles, San Francisco 
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O. K. FOR ANY BRAND 


Fruit Industries, Ltd., makes it possible 
for wine dealers to feature any brand 
they desire in this new display unit. Two 
slots in the lithographed bottle permit 


insertion of any label. Produced by 
Einson-Freeman Company. 


’ 

O. K.’s Copy for 
$2,000,000 
Wine Campaign 

Sacramento, Calif., May 2.— The 
$2,000,000 national advertising cam- 
paign for the California wine in- 
dustry was officially launched here 
last week when W. B. Parker, di- 
rector of the State Department of 
Agriculture, approved recommenda- 
tions submitted by the Wine Advis- | 
ory Board based on plans prepared 
by J. Walter Thompson Company. 
Funds for the campaign are pro- 
vided by a production levy under 
the California marketing act making 
it representative of the entire in- 
dustry, which supplies 90 per cent 
of the commercial wine consumed 
in the United States. The program 
will cover a period of three years. 


Copy Emphasizes Moderation 


Initial consumer advertising, 
scheduled until grape harvest time 
in September, will be released im- 
mediately to appear in mid-July 
issues of Collier’s, Liberty and Life 
and newspapers in special markets. 
Magazine copy will emphasize mod- 
eration and home use. It will be 
of the testimonial type featuring 
nationally prominent hostesses un- 
der such headlines as “More and 
more, my guests are choosing 
wine.” 

Newspaper copy, all in 500-line 
size, is in two patterns, the first 
carrying out the theme of the maga- 
zine story and the second heralding 
specific wine uses. “Have you tried 
this 


summer cooler made with 
wine,” reads the headline of the 
first advertisement in this second 


series, featuring a “sauterne wine 
cup” with the recipe for making it. 

The newspaper copy will run in 
markets revealed by study as likely 
to be especially susceptible to wine 
promotion. The list will prebably 
include every large city. 


restaurant fields featuring “Wine 
for America” and wine profits for 
dealers will supplement the con- 
sumer copy. Also in production are 
counter cards, display streamers, an 
attractive bottle-topper for display 
purposes, and a booklet which sets 
forth a compilation of tested dis- 
play ideas. 
Grape Growers Cooperate 


Included in the activities on be- 
half of wine also will be a program 
of outdoor advertising sponsored by 
the Grape Growers of California, 
Pro-rate Zone Number Two. Pro- 
duced by J. Walter Thompson Com- 
pany, the growers’ advertising will 
be synchronized with the Wine Ad- 
visory Board’s efforts on behalf of 
wine producers. 


A business paper campaign in the | 
wine and liquor, drug, hotel and 
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Crossland Heads 
Television Sales 


Henry A. Crossland has been ap- 
pointed television sales manager of 
General Electric Company, Bridge- 
port, Conn. 

Arthur A. Brandt has been ap- 
pointed manager of merchandising 
services, involving direction of ad- 
vertising and sales promotion for all 
radio products. 


Shifts to Small Space 

Gooderham & Worts, Ltd., Detroit, 
distiller of G & W whiskies, plans 
a change in its newspaper advertis- 
ing policy. Instead of using large 
space at infrequent intervals, small 
space will be used regularly. Wil- 
liam Esty & Co., New York, is in 
charge. 


Merchandisers Club 
Formed in South Bend 


Merchandisers Club of St. Joseph 
Valley has been organized in South 
Bend, Ind., with N. F. Lawler, Ben- 
dix Home Appliances, as president. 

Other officers are Kenneth I. Wal- 
lis, Cooper, Wells & Co., St. Joseph, 
Mich., first vice-president; C. A. 
MacDonald, MacDonald-Cook Com- 
pany, second vice-president; Ken- 
neth Bassett, Dodge Mfg. Corpora- 
tion, Mishawaka, Ind., secretary, 
and W. W. French, Dodge Mfg. Cor- 
poration, Mishawaka, treasurer. 


Elected to Four A's 

Barton & Goold, New York, has 
been elected to membership in the 
American Association of Advertis- 
ing Agencies. 


P&G Uses CBC Network 


Procter and Gamble Company, 
Cincinnati, has undertaken sponsor- 
ship of two programs over the Can- 
adian Broadcasting Corporation’s 
French network. Ivory soap is pro- 
moted on “La Pension Velder,” for- 
merly a sustaining program, and 
“Quelles Nouvelles” promotes Bar- 
salou soap. Both programs are 
heard five times a week over three 
stations. Compton Advertising, New 
York, is the agency. 


Executone Names Agency 


Executone, Inc., New York, has 
appointed Gussow, Kahn & Co., New 
York, to handle advertising of its 
inter-office communication system 
in metropolitan mewspapers and 
business papers. 
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Sprague, Warner 
Account Goes to 
Lord & Thomas 


Chicago, May 3.—More aggressive 
advertising in behalf of its line of 
canned foods, headed by Richelieu 
brand, was indicated today as 
Sprague, Warner & Co., Chicago, 
appointed Lord & Thomas to handle 
this phase of its activities. No 
agency service has been employed 
for several years. 

Sprague, Warner & Co. has been 
active in the food manufacturing 
and distribution field since 1862. In 
addition to Richelieu, it developed 
many other well known brands, in- 


cluding Ferndell, Baby Stuart, Rose- 
mary, White City, and Plymouth 
Rock. The new promotion follows 
the recent merger of the company 
with Samuel Kunin & Sons, large 
Chicago wholesale grocer. 

Advertising will be concentrated 
in initial efforts within a 250-mile 
radius of Chicago. Plans embrace 
an expanded newspaper schedule 
and a series of radio and outdoor 
tests in selected markets. 


Bastian to Howley 


Bastian Company, manufacturer 
of fishing and camping equipment, 
has appointed Frank F. Howley Ad- 
vertising Company, Philadelphia, to 
handle a campaign in sports pub- 
lications. 


Calvert Employs Slogan 


Calvert Distillers Corporation, 
New York, will emphasize the slo- 
gan, “The Largest Selling Whisky 
in the World,” in May national ad- 
vertising. Besides its magazine list, 
Calvert will use 320 newspapers and 
163. outdoor painted bulletins, 
through Benton & Bowles, New 
York. 


“Press” Adds Fidler 


Lewis S. Fidler has been named 
general advertising manager of 
Cleveland Press. He has been with 
the national advertising department 
of Scripps-Howard newspapers for 
ten years, and during the past three 
has been assistant Eastern manager. 
C. Stanley Bailey, of the New York 
office, will replace Mr. Fidler. 


Phere is no way of measuring the total influence of any magazine. 


ures can show its reach, but they cannot show its grasp upon an 


w 


>— the Journal. 


Hience. Thousands upon thousands of little incidents like these 
an active partnership between thinking women and one maga- 


From syphilis legislation to store sales — this vital magazine is 
ving millions of women... guiding whole families to better think- 
me. finer living, smarter buying. The reason is in the magazine itself. 
; Journal has grown a half-million in four years. And two-thirds 
his growth has been newsstand sales. 


OURNAL 


VITAL NEW JOURNALISM FOR TODAY'S WOMEN 


7] 


Dillingham Gets Three 


Dillingham, Livermore & Durham, 
New York, has been named to han- 
dle the following accounts: Na- 
tional Graphite Company, New 
York, for Plus Lube, a new lubri- 
cant to be promoted in newspapers 
and business papers; Thomson & 
McKinnon, New York broker; and 
Henderson Development & Con- 


struction Corporation, Stamford, 
Conn. 
Roberts Starts Agency 


Steffan E. Roberts, vice-president 
of the recently dissolved John L. 
Butler Company, Philadelphia, has 
started his own agency in the Pub- 
lic Ledger bldg., and has retained 
the entire Butler personnel. 
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TO PITTSBURGH AGENCY 


J. Truman Steinko, formerly advertising 

and sales promotion manager, Leonard 

Refrigerator division of Nash-Kelvinator 

Corporation, has joined Ketchum, Mac- 

Leod & Grove, Pittsburgh, as account 
executive. 


Insurance Men 
to Hear Review 
of Advertising 


New York, May 4.—The advertis- 
ing policies of stock life insurance 
companies will be minutely ex- 
amined at the spring meeting of the 
Insurance Advertising Conference 
here May 16, according to the 
agenda released today by Arthur A. 
Fisk, advertising manager, Pru- 
dential Insurance Company, and 
past president of the IAC. 

On the schedule for the life group 
meeting are discussions of magazine 
advertising, newspaper advertising, 
annual statement advertising, the 
insurance trade press, life insurance 
literature and advertising for and 
by agents. 

Leaders who will guide the dis- 
cussions include E. M. Hunt, Mutual 
Life Insurance Company of New 
York; A. H. Thiemann, secretary to 
the vice-presidents, New York Life 
Insurance Company; Arthur H. 
Reddall, assistant secretary, Equi- 
table Life of New York; T. L. Kane, 
president, The Spectator; Charles E. 
Crane, director of publicity, Na- 
tional Life Insurance Company; 
Douglas J. ,Murphey, advertising 
department of the Metropolitan 
Life, and Mr. Fisk. 

The group session of the fire and 
casualty advertising men will be 
held at the same time, with Clark 
W. Smitheman, production manager, 
Camden Fire, acting as chairman. 
The only joint session will be the 
luncheon meeting, for which the 
speaker is yet to be selected. 


Roy Miller Promoted 


R. Roy Miller, associated with the 
company for some time, has been 
named manager of the sales service 
department of the Chicago Elevated 
Advertising Company. 


NOW | 


9000 WATTS 


And WFBR’‘s nationally rec- 
ognized showmanship and 
merchandising policies 
GIVE MORE POWER 
to your advertising 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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ADVERTISING AGE 


May 8, 1939 


Voice of the Advertiser 


i‘ This department is a reader's forum. Letters are welcome. = 


Quizzers Quizzed 

To the Editor: Here’s an adver- 
tisement from the Atlanta Journal 
that out-quizzes the quiz programs. 

A. E. GIsson, 
Eastburn and Siegel, Atlanta, 
Ga. 
2 vy 

Warning 

To the Editor: Apropos of the 
deserved popularity and unerring 
accuracy of George Gallup, a friend 
has handed me a clipping from a 
newspaper, contributed by one 
“Geoff.” I believe the verse, en- 
titled, ‘“‘Letter to a Major Prophet,” 
appeared in the Chicago Tribune: 


We think your polls are simply great 
Unerring Doctor Gallup; 

You navigate our Ship of State 
As if it were a shallop. 


With you to steer we have no fear 
Of mixing up directions, 

And really, Doc, now you are here, 
We need no more elections. 


Yes, handsome is as handsome does, 
But here’s a very wry jest: 
Remember, Doc, that once there was 
A Literary Digest. 
P. L. HENRIQUEZ, 


Western Manager, St. Louis 
Post-Dispatch, Chicago. 
y,vy 
Will Rogers, Too 


To the Editor: In “Rough Proofs” 
this week Copy Cub commented on 
Oklahoma’s anniversary celebration 
and observed that the only celebrity 
missing was Richard Dix of “Cimar- 
ron” fame. 

How about 
Rogers? 


the spirit of Will 
Matory McDona tp, 

Missouri Pacific Lines, Houston, 

Tex. 
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In Which Liquor Copy 
Is Taken for a Ride 


To the Editor: Not that anybody 
asked me to, but in answer to the 
current Four Roses whisky adver- 
tisement which pictures a_ four 
month old colt “rarin’ to go to the 
Kentucky Derby in 1942,” may I 
ascend to the vernacular and say 
that he will play hell getting in it. 
The Kentucky Derby is exclusively 
for three year olds and a _ horse's 
age changes on Jan. 1 of each year 
regardless of the actual date he was 
born, making this chestnut colt eli- 
gible for the 1941 Kentucky Derby 
but not the 1942 classic 

While we are on the subject who 
writes this whisky copy anyway?” It 
seems you have to have a chin like 
the Great Stone face, dimples like 
Shirley Temple, and _- strabismus 
oculi to enjoy one brand. For an- 
other you have to wear kilties and | 
be able to play “My Heart's in the | 
Highlands” in C Minor on a bag- | 
pipe. 

Why can't they simply say that 
they think a good Scotch and soda 
after work in pleasant surroundings 
will relax the nerves, relieve you 
from tension, and enable you to en- 
joy your dinner and a pleasant eve- 
ning. 

When 


case 


Mr. Hasplenty orders a 
Scotch sent home it seems 
to me he is thinking of the pleasant 
hours of relaxation and restrained 
conviviality it will provide for him 
and his friends, not peat fires, etc., 
that the mash is boiled over (if 
that’s the kind of fire they boil it 
over and if it is mash and if they 
boil it) 

And when Mr. Hasnothing stops | 
i 


ol 


in at Joe’s Bide-A-Wee Tavern on 
the way home from the quarry 
too, it seems to me, is 
about resting a while before he goes 
home and not about the Lochness | 
monster which is in a body of wate: 

near a famous castle whose owners | 
for generations have enjoyed Nine | 
Star Plaid Scotch 


Anybody buying any 


product, | | 


think, is primarily interested in| 
what it will do, not what it is, or | 
how it is made 


The far-fetchedness (ah there) of | 


| retained by the dentists to prepare 


QUESTIONS ANSWERED 


Timely Answers for Busy Housewives! 


nd ctathng Reve fall oratecton 


GESTION Be my fare 


some of these liquor advertisements 
almost make “‘tonstant weader fwow 
up.” The obvious reply to all the 
above I suppose is that, like the 
product itself, I should either be 
able to take the copy or leave it 
alone. 
Rosert L. RIGLey, 
Powers, Rice-Wray & Co., Chi- 
cago. 
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Traces Birth of 
Dental Advertising 


To the Editor: I just ran across 
your March 27 issue and noticed a 
letter from Frank J. Kane, editor, 
Dental Observer, New York. It al- 
luded to the series of dental mes- 
sages being run now by the Massa- 


chusetts Dental Society. Mr. Kane 
also stated that similar copy had 
been used by societies in Kansas 


(and their subsequent messages) 
was approved by the A.D.A. 

Also, at the Memphis convention 
it was voted to allow other ethical 
dentists of the country to adopt sim- 
ilar educational publicity along the 
same cooperative lines. 

I have a complete file on the en- 
tire program, letters of praise from 
eminent dentists, educators, organ- 
izations, etc. In the history of den- 
tistry and advertising, the ethical 
dentists of Little Rock, Ark. should 
be credited with having begun den- 
tal educational publicity. 

Leo P. Bort, Jr., 
Donahue & Coe, New York. 
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Business Humanizes 
Annual Reports 


To the Editor: I know that on 
several occasions you have com- 
mented upon the necessity of hu- 
manizing financial documents and 
making them more understandable 
to the “man on the street.” This is 
a job that we have attempted to do 
with the enclosed report of our com- 
pany which is sent to our 300,000 
policyholders. 

By including a number of photo- 
graphs we hope that we will 
intrigue the interest of the average 
layman and that we will give him 
a better understanding of his com- 
pany. 

N. C. FLANAGIN, 

Lumbermens Mutual Casualty 

Company, Chicago. 


v v v 

. . . We have just prepared a 
folder which is being released next 
week to the 6,500 employes of Re- 
vere Copper & Brass, Inc. C. Don- 
ald Dallas, president of Revere, says, 
“Keeping every member of our 
company informed about his com- 
pany is an important part of the 
Revere way of doing business.” 

In these unsettled times, we be- 
lieve you will agree that it is news- 
worthy when one of the largest or- 
ganizations in the world is taking 


and he felt “that these campaigns 
owe their inception directly to an 
editorial campaign waged in their | 
favor by the Dental Observer.” 

Unless his editorials ran prior to | 
1930, Mr. Kane can claim no credit | 
whatsoever for such educational 
publicity. Note that I do not refer 
to “advertising”, he has done, 
and I refrain from the use of that | 
word advisedly. 

Let us give credit where credit is | 
due. In 1930 a group of ethical den- 
tists in Little Rock decided to run a 
series of “dental educational mes- 
sages” in their local papers. I was 
then operating my own agency in | 
that city. Fortunately for me, I was 


as 


this series. I say “fortunately” be- 
cause this matter was mentioned in 
the board of trustees’ report to the 
House of Delegates at the American 
Dental Association convention held | 
in Memphis in 1931. Had I taken 
the initiative to induce the dentists 
to resort to this publicity program, it 
would probably have been frowned 


| preciation 


definite steps to make its policy 
plain to its employes as well as to| 
the general public. The enclosed 


| folder is one of a continuing series | 


which is sent to the home of every 
Revere employe. Other folders in 
the series are dealing with the rea- 
sons behind Revere’s research, per- 


sonnel, safety, records, production | 
schedules, etc. 
The program has already mat 


with considerable success, and ap- 
from Revere employes 
has already evidenced itself in many | 
ways. 
T. F. HARAGAN, 
T. J. Maloney, Inc., New York. 
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The “Kernel” Is 
. ! 

a Traveling Fool | 
To the Editor: “Kernel Good- 
grain” has asked me to rush his pic- | 
ture to you via airmail. It seems as | 


|if the little gent has suddenly gone | 


airminded, and he is pretty proud | 


lof this picture taken just before em- | 


barking on his first trip to Wash- | 


upon as being a commercial promo- 
tion. 

This was the first time such a 
program had been run. The series 
therefore attracted considerable at- 
tention among the entire dental pro- 
fession in this country and even 
some foreign countries. Stories ap- 


| spokesman and ambassador of good- 
| will for the new whisky blend that | 
|} has just recently smashed records 


| ington, D. C. to attend the first in a| 
} series of banquets in his honor that | 


; P | 
will be held prior to campaigns for | 


Cobb’s Creek Preferred. 
You see the Kernel is the genial 


peared in all the dental and adver- | right and left in the New York City 


tising journals and there 
number of very favorable editorials. 
The American Dental Association 
investigated this and 
careful study of the Little Rock 
campaign revealed the fact that the 
idea as a whole was sound, logical 
and ethical.”’ The messages thus fa! 
run were sent to New York and I 


|even made a trip here myself to see 


the committee. Out of the entire 
group of about a hundred messages, 


only six, if I recall correctly, were | 


Knute 
killed, 


rejected 
Rockne, 


to 
been 


One pertained 
who had just 


land the others referred to subjects 


that were a bit controversial among 
the dentists themselves. The series 


= 


| 
were a 


reported “A | 


area. The entire theme of the ad- 
vertising campaign that is breaking 
now all over the country is built | 
around the little Kernel. Unique | 
land quite different from the usual | 
copy for popular priced whiskies, 
are the sayings of Kernel Good- | 
grain, such as, “Aging is only half | 
the story—it’s what you age that! 
counts”, and similar quotations that 
stress the quality of whisky make 


Already an honorary member of 
the Eastern Air Lines’ “80-Minute 
Club”, the Kernel will soon qualify 
| for membership in the 100,000 Mile 
Club as his extensive air travel will 


up the theme of this campaign. 1 


introduces his product to new terri- 
tories. 

Kernel Goodgrain expresses sin- 
cere regrets that Hedy LaMarr 
wasn’t in the picture to give it that 
well-known (and essential to be 
sure) ummph and stuff. As it was 
it kept Charles Tanton of the Biow 
agency, his ever-present traveling 
companion, plenty busy giving out 
the Kernel’s autographs and keep- 
ing the girls from taking him home 
and thereby missing the banquet. 

The Kernel is now making a trip 
to Florida and in a short time will 
be seen in and around your terri- 


tory. He hopes that he will be able | 


to pay you a visit. 
L. K. DECKINGER, 
The Biow Company, New York. 
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Servel Overlooked? 


To the Editor: A correspondent 
in your last issue pointed out the 
similarity between two pieces of 
copy used by different stoker adver- 
tisers, the theme of both being, ‘“‘The 
stoker you hear about but never 
hear.”’ 

Allow me to be one of the many 
who will write you commenting on 
the fact that for years Servel re- 


frigerator has used the slogan: ‘The 


| 


refrigerator you hear about but 
never hear.” 
Monty J. HyMAN, 
L. M. Berry & Co., Dayton, 
Ohio. 
7. VV 


Assails War Talk 


To the Editor: You will perhaps 
be interested in a little red and blue 
sticker I have designed, which 
reads: “War Talk Puts Brakes on 
Business. Let’s Stop.” 

It is my belief that if these labels 
were placed on all outgoing mail 
they would prove helpful in lessen. 
ing war discussion, which undoubt- 
edly has a harmful effect on busi- 
ness. 

EpWARD P. SMITH, 
New York. 
- = v 


Seek Postal O. K. 


To the Editor: We are using the 
information published in_ recent 
issues of ADVERTISING AGE, regard- 
ing the prepaid postage label in- 
troduced by Bloomingdale’s in 
newspapers, and adapted to busi- 
ness papers by another advertiser, 
to secure permission from our post- 
master here for further expansion 
of the idea. 

SAMUEL F. ORTH, 

Spaulding - Moss Company, 

Boston. 

> 3 @ 


Westinghouse Lends 


Aid to Fair Visitors 

To the Editor: When you visit 
the New York World’s Fair we 
would like you to make yourself at 
home in the Westinghouse building. 

The enclosed card-map spots our 
exhibit and for your convenience 
locates some other displays in the 
vicinity which may interest you. 
Just tuck this little may in your 
wallet along with your other iden- 
tification cards, so it will be handy 
if you need it. 

HENDLEY N. BLACKMAN, 


Westinghouse Electric & Mfg. 

Company, East Pittsburgh, Pa. 

[Editor’s Note: The card-map is 
notable for its broad-minded plan- 
ning. Instead of limiting the direc- 
tions to the Westinghouse display 
itself, the locations of all other lead- 
ing exhibitors are also spotted. ] 


EAST WATCHES WEST | 
IN HOME BUILDING 


Dear Sunset: 
cently at 


gardener 


I saw my 
Edward Steichen’'s 
admirer of Sunset. 


first copy of Sunset re- 
photographer — 
It was the issue 


containing your resume of questions for your mod- 


ern house. 


subscription with the 


I would like 


issue 


very much to start my 


which preceded that 


one—the number containing plans of the house. 
Atmus Pratt Evans 
Evans Moore & Woodbridge, 
Architects, 
101 Park Avenue 
| New York City 


Sunset seeks no eastern circulation, but any adver- 


tiser-home-builder who ws: 


vital 
get 


new 


Sunset Pub. 


For immediate 
sales results 


| 


| take him all over the country as he || 


housing developments 


ints to follow the West's 
may arrange to 


everywhere on 
the Pacific Coast 


SAN FRANCISCO 
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ADVERTISING AGE 


edie 


An effective personality, 


according to Dr. Henry C. Link, author of “The Rediscovery 


of Man,” is one which interests and serves other people to 
an unusual degree. 


This is equally true of advertising. 


Study the advertisements in leading magazines and 
newspapers. Compare one radio “sales talk” with another. 


It will be obvious to you that they are far from equal in their 


understanding of what interests people and how people want 
to be served. 


If you are an advertiser, pick out those campaigns which— 
whether in publications or on the air—seem to you to be the 


most effective in these respects. Then find out which agencies 
prepared them. 


We will take a chance on the showing of Young & Rubicam. 


Young & Rubicam, Inc. avvertisinG 


NEW YORK + CHICAGO + DETROIT - HOLLYWOOD + TORONTO + MONTREAL 
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Claim $30,000,000 
German Ad Budget 
Refused in England 


Britishers Push for Cre- 
ation of Propaganda 
Ministry 


London, England, April 27.—The 
emphasis that British advertising 
men are placing on the need for 
establishment of a ministry of prop- 
aganda was accentuated here re- 
cently when Advertiser’s Weekly 
published a report to the effect that 
Germany has been trying, without 
success, to place $30,000,000 worth 
of advertising in Great Britain. 

Godfrey Lias, an _ advertising 
spokesman, was quoted as saying: 
“Nobody knows exactly what the 
cost of the German propaganda ma- 
chine is today. It certainly runs 
into millions (of pounds, not 
marks), and if the reports are true 
that it has recently been trying 
(unsuccessfully) to place 6,000,000 
pounds worth of advertising in this 
country, we must assume that it 
has tens of millions at its disposal. 

“We also do not know exactly 
how much Italy is spending, but it 
appears to be in the neighborhood 


of 150,000,000 lire a year. Even 
France, with her depleted ex- 
chequer, allocated _ 176,000,000 


francs last year to this purpose. At 
present we have only the British 
Council, which gallantly struggled 
along last year on 100,000 pounds, 
a figure which was several times 
higher than the previous year. Ob- 
viously we must multiply this fig- 
ure by at least 100 if we are to 
make any headway at all against 
our totalitarian competitors. 


Urges Counter-Attack 


3 “My own view is that we ought 
- not to hesitate for one moment. War 
“ae is being waged against us and 
as against freedom, though it is not 


being’ waged with guns, and it is 
time we started to counter-attack 
in every non-military sphere open 
to us. 

“In the sphere of propaganda, 
generalship of a high order is neces- 
sary to make up the time that has 
already been lost while the enemy 
is entrenching himself. And we 
should realize that satisfactory re- 
sults cannot be obtained without 
some temporary form of censorship, 
which it would be quite possible 
for the newspapers to operate 
themselves, on some such lines as 
the film censorship, acting under 
the general direction of the propa- 
ganda minister. But whatever we 
do we shouid do quickly.” 

The creation of a British ministry 
of propaganda “is quintessential if 
war is to be avoided,” Advertiser's 
Weekly declares editorially. 
Although expressing the conviction 


| 


—. 


To escape the rigors of winter, advertising men from the Antipodes make annual 


visits to the United States. 


them is Dr. Ralph L. Power, Los Angeles, 
executive for 


cluding those of Germany and Italy, 
“have a desire for peace more ar- 
dent than any that has prevailed in 
the long story of civilization,” the 
publication asserts that “it is a para- | 
mount duty of the British govern- | 
ment at this moment to consult} 
advertising’s leaders in the prepara- | 
tion of a worldwide peace promo- 
tion plan.” 


BRITISH FORMULATE 
DRUG COPY RULES 


London, England, April 29.—Com- 
panies carrying on business under 
the Pharmacy Act were presented | 
this week with a set of advertising | 
regulations formulated by the Coun- 
cil of the Pharmaceutical Society of 
Great Britain. The code, acceptance | 
of which the council urged in both | 
“letter and spirit,” includes the fol- | 
lowing points: 

Elimination in advertising of cure 
claims for a number of serious dis- 
eases and conditions; elimination of | 
“sexual weakness” as a copy theme; 
elimination of competitive  state- 
ments; advertisements concerning 
contraceptives should not be en-| 
closed with other products unless 
requested by the purchaser. 


Would Create Promotion 
Department in Wisconsin 

A bill to create a Wisconsin pro- 
motional department to serve agri- 
cultural, recreational, business and 
industrial interests of the state has 
been introduced in the assembly by 
Speaker Vernon Thomson. 

The department would be admin- 
istered by a three-member board 
and would be allotted $250,000 an- 
nually beginning July 1. 


Baris Names Lewin 
Baris Shoe Company, New York, 
has appointed A. W. Lewin Com- 


pany, Newark, to handle its ac-| 
that the peoples of the world, in- | count. 
| Wanted | 
for capable man 
Ur ial circumstances cause this Chicago | 
igency to release a competent production man, | 
ho will be a real “find” for some agency or 
( mical house. We can recommend hin 
tiles fray sweErygy ec nd c Aaneannd: lite 
é ily Irom every standpoint qaepenadapbiulity, | 
-haracter, attitude, accuracy and ability. Ha: 
id 15 years of production experience, is thor 
oughly familiar with all mechanical problems, en 
js, typograp! printing, etc. Can either 
Ans pak nana y roduction department 
t irmon sly as an assistant. Is 32, mar 
slp 1 ld accept low salary to start—less thar 
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AUSTRALIANS IN ANNUAL WINTER TREK 


First of the arrivals are (left to right), George 
Millar, controller of New Zealand's government chain of commercial radio sta- 
tions, and C. G. Scrimgeour, of the Macquarie radio network, Australia. 


With 
U. S. transcription buyer and account 
Macquarie. 


Now Horton-Noyes | 

Larchar-Horton Company, Provi- | 
dence, R. I., has changed its name | 
to Horton-Noyes Company. 


Broadens Bill 
to Identity 


Foreign Products 


Washington, D. C., May 4.—Add- 
ing the provision that imported 
products must be so labeled as 
clearly to identify the country of 
their origin, Congressman Flannery, 
of Massachusetts, has substituted 
HR 5985 for HR 3582, which he 
sponsored earlier in the session. All 
of the advertising provisions of the 
initial bill are retained. 

The new law would apply to any 
article, the major proportion of 
which, either by volume, weight or 
value, is of foreign origin. In such 
cases, either the product itself or 
its immediate container, when 
placed in interstate commerce, 
“shall clearly show, in a conspicu- 
ous place which shall not be cov- 
ered or obscured, the country or 
countries of origin.” 

The bill, like its predecessor, pro- 
vides that publication advertising 
of any kind shall clearly reveal in 
a conspicuous place the country of 
origin. In the case of radio adver- 
tising, this fact shall be stated at 
least twice—at the beginning and 
end of the broadcast. 

Where only a part of any prod- 
uct was produced abroad, the facts 


may be recited in the advertising , 


The new bill would amend Sectiop 
5 of the Federal Trade Commissioy 


Act, making violations an unfaijy 7 


and deceptive act. 


G-E Names Newell-Emmet; _ 


General Electric Company 
Bloomfield, N. J., has appointeg 
Newell-Emmett Company, Ney 
York, to handle promotion of its 
air-conditioning and heating divj-. 
sion. Maxon, New York, will con. 
tinue to handle advertising for othe; 
divisions of the company. 


Barton & Goold Adds Coe 


Arthur C. Coe, formerly with 
Batten, Barton, Durstine & Osborn 
New York, and previously with 
Daniel Starch and Staff, New York 
has joined the copy staff of Barton 
& Goold, New York. 


O'Connell Appointed 

United Wire Goods Mfg. Com. 
pany, Garnerville, N. Y., has ap. 
pointed the R. T. O’Connell Com. 
pany, New York, as its agency for 
“Unitool” tools and “Ivary” bath 
fixtures. 


To “Breeder's Gazette” 


Elden R. Groves has _ joined 
Breeder’s Gazette, Spencer, Ind., as 
managing editor. He was formerly 
with Farm and Dairy, Salem, O. 


EVER TRY 
A LITTLE 


BUEN, 


IN YOUR 


SELLING 
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Promotion 
Review 


The latest wild-life specimen to 
-each our desk comes from Elec- 
-rical West, which plugs its June 
onvention-in-print issue with a 


cone from the sugar pine, which 


ttains the greatest size and age of 
nv American pine. The cone we 
ot is almost a foot long, and came 
» a box faintly reminiscent of a 
oe box. The dope on the pine 
yne, as well as on the special issue 
f the magazine, was printed on a 
oreen tag attached to the cone. 
os * * 

A new booklet titled, “How to 
Make Your Magazine Advertising 
More Profitable,” has just been 
sued by Redbook. In question 
nd answer form the booklet dis- 


cusses 51 questions, such as “Why 


ioes advertising visibility depend 
n the kind of editorial content?”, 
Why does the advertising dollar go 
farther in monthly magazines?” and 
“Why do 60 per cent of the adver- 


‘tisers use three or less insertions 


® per year?” 


* * * 


A series of clever and inexpensive 
pocket presentations” has been de- 


veloped by WEEI, each devoted to 
a single show. The presentation 
consists of a series of multi-lith 
sheets stapled together and illus- 
trated with pen and ink sketches. 
The sheets fit into a pocket-size en- 
velope with a die-cut cover. 
* 1S oo 

When WJSV, Washington, breaks 
ground for its new transmitter May 
11 at Wheaton, Md., the station’s 
flag will be hoisted to the top of a 
33-foot mast by a series of electric 
impulses created by Washington 
citizens passing in front of the Earle 
bldg., where the station’s studios 
are located. An electric eye and 
relay system will take care of the 
trick. 

cod * * 

That 292-page golden anniversary 
edition of the Daily Oklahoman 
issued last month, with 11 special 
sections, each introduced with a 
full-color, full-page illustration, 
still has the boys talking. It con- 
tained a complete history of Okla- 
homa and particularly of Oklahoma 
City, since the territory was opened 
to white settlers 50 years ago. 

ae oe 8 


KNX, Los Angeles CBS station, 
dolled up its latest rate card in an 
aquamarine and white French-fold 
brochure, which told the world that 
“KNX delivers all three in South- 
ern California—the hub, the spokes 


and the rim.” The rate card itself 
and the letter which accompanied 
it were tucked into an _ incision 
made on page 3. 
a % m 

The exceptionally attractive series 
of eight “Men, Methods and Ma- 
chinery” broadsides of the Okla- 
homa Publishing Company have 
been rearranged and reorganized 
into an even more attractive plastic- 
bound book for permanent record. 
It is beautifully printed and bound, 
much of it in full color. 


To Mithoff & White 


Mithoff & White, El Paso, Tex., 
has been appointed to handle the 
account of Harry Mitchell Brewing 
Company, El Paso. Newspapers, ra- 
dio, screen, outdoor and point-of- 
sale advertising will be used. Dan 
T. White, Jr., is account executive. 
The agency has also been named 
to direct advertising of El Paso 
Electric Company and Mesilla Val- 
ley Electric Company. Newspapers, 
radio and outdoor will be used. 
Gerald F. Perry is account execu- 
tive. 


Perkins Joins Sieck 

Howard J. Perkins, formerly a 
director of the John B. Rogers Pro- 
ducing Company of Ohio, has been 
named radio account executive of 
H. Charles Sieck, Inc., Los Angeles 
agency. 


Euclid’s teaching that a straight line is the shortest distance be- 
tween two points is a good one for sales and advertising people 
to remember. Because the shortest distance between the two 
points of a sale — you and your customer —is the most profitable. 


Straight-line selling-for-profit is easy to plan in New York City 
if you plan with facts ... the kind our Market Research Depart- 
ment is finding out about how advertised products sell here. 


sree A, a ES Sin 


Take baking powder, for example. Offhand, you might think that 
all families, rich and poor alike, use. about the same number of tea- 
spoons. But the facts are that every week in New York City. . . 


1000 above-average-income families buy 2,047 ounces 
1000 average-income families buy 1,326 ounces 
1000 below-average-income families buy 1,165 ounces* 


The same thing is true of other advertised products, including 
even many other staples like coffee, tea, etc. They sell faster to 


the above-average-income families. that comprise New York's 
most profitable volume market. 


And because The New York Times concentrates your advertis- 
ing among these families, you should find it your most profitable 
volume selling medium in the country’s biggest market. 


The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


“This and other studies in the grocery and drug store fields available to interested executives upon request. 


of the canned vegetables Daddy sells. 


Baby Gerber Tells 
World How Good 
Pop's Products Are 


Fremont, Mich., May 2.—A unique 
testimonial from one of America’s 
youngest models who preaches 
what she practices features current 
baby food advertising copy by Ger- 
ber Products Company. The model 
is Gay Gerber, 16-month old daugh- 
ter of Dan Gerber, vice-president 
and advertising manager of the 
company. 

The use of Gay’s picture, taken 
when she was 11 months old, con- 
stitutes a bit of home-grown sales 
talk for the home-grown canned 
vegetables upon which she was 
raised. The fourth daughter in Dan 
Gerber’s family, her sister was the 
original Gerber baby, familiar to 
readers of Gerber ads and buyers 
of Gerber products as “America’s 
3est-Known Baby.” 


A Homey Story 


The testimonial is being used in 
12 national magazines, tying in 
with National Baby Week, May 1-7. 
The insertion, called “A true story 
of how a father and mother de- 
veloped canned strained foods for 
their own little baby,” tells how 
Mrs. Gerber originated the first can 
of strained foods for Gay’s sister, 
the original Gerber baby, and how 
Mr. Gerber developed the idea and 
marketed the product for every- 
body’s babies. 

The company is also introducing 
a dry, pre-cooked baby cereal in 
several Eastern markets. (ADVERTIS- 
ING Ace, Feb. 27.) A campaign in 


publicity, became famous as ' 


MISS GERBER SMILES FOR DADDY 


Gay Gerber follows in her illustrious sister's footsteps with this photograph 
(taken at the age of || months) and testimonial which she gives to the efficacy 


The first Miss Gerber, accorded similar 


‘America's best known baby.” 


New York was undertaken last 
week, using newspapers, direct 
mail, and merchandising through 
doctors. A_ successful test cam- 
paign, directed by Federal Adver- 
tising Agency, New York, launched 
the product in Richmond some 
weeks ago. Boston and Philadelphia 
markets are being opened up 
along with the New York drive. 


Hudson, Walker Sponsor 
Detroit Poster Contest 


J. L. Hudson Company and Wal- 
ker & Co., Detroit, are sponsoring a 
poster art contest among high school 
students of Detroit, with 38 cash 
prizes totaling $400 to be awarded 


to winners. The contest closes 
May 31. 
Judges include Marguerite Au- 


berle, advertising manager of Mich- 
igan Mutual Liability Company; Lee 
Anderson, president of Lee Ander- 
son Advertising Company; C. P. 
Fisken, manager of the advertising 
division of Chevrolet Motor Divi- 
sion; Otis Shepard, art director of 
Wm. Wrigley, Jr. Company, and 
Mrs. James P. Walsh, president of 
the Detroit Federation of Women's 
Clubs. 


Hill Appointed 

Home Dry Cleaners Laboratory, 
Uniontown, Pa., has appointed the 
Albert P. Hill Company, Pittsburgh, 
as its agency for a newspaper, radio 
and direct mail campaign on 
“Wind-O-Clean.” 


Hotel Names Agency 

Albert Frank-Guenther Law, Bos- 
ton, has been named to direct ad- 
vertising of the Hotel Lafayette, 
Portland, Me. 


Started 
May, 1933 


Se 
tad 


‘ HL UPMENT 


to $85 an issue 


PLAN." 


| Thomas Publishing Co. 


INDUSTRIAL EQUIPMENT NEWS 


What's New | 


PARTS 


IEN is unique and alone in its field .. . as 


ADVERTISE WHERE AND WHEN 
INDUSTRY’S BUYERS BUY 


(Member 
CCA) 


MATERIALS 


the only serv- 


ice available devoted exclusively to product news and 
descriptions ... hence . . . its obvious recognition and 
use by more than 52,000 men in industry as the spot 
to look for their current needs ... Result? .. . advertis- 
ing action that cannot be equalled... Cost? .. . $79 
. Details? . . . ask for the “IEN 


INDUSTRIAL EQUIPMENT NEWS 
461 8th Ave., New York, N. Y. 
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Facts Only, Says 
FTC on Copy for 
Matrimony by Mail 


Washington, D. C., May 3.—The 
admirable calm with which the 
Federal Trade Commission exer- 
cises its versatile powers was em- 
phasized this week when it released, 
under the terse nomenclature of 
stipulation 02366, the source mate- 
rial for a story that O. Henry could 
have made famous. 

The stipulation concerns matri- 
mony and the “standards of label- 
ing’ accorded various males and 
females handled by the Star Cor- 
respondence Club of Palestine, Tex. 
Operator of the club—brusquely re- 
ferred to by the FTC as a matri- 
monial bureau—is Louis L. Reeder, 
referred to as “she” by the FTC 
for an undisclosed reason. 

Several samples of copy used by 
the club in its attempt to lure men 
or women from the path of single 
blessedness caught the FTC’s eye 
as being very enticingly phrased, 
though unfortunately veering from 
the facts. Club members were of- 
fered such prospects as a “pretty 
little miss of stunning brunette 
type ... income $138. Worth about 
$20,000”; “well to do American 
widow, has income worth $100,000,” 
and “a wealthy Southern lady, 
without relatives, worth $20,000.” 
Also listed for intrepid females 
were such husband-prospects as 
“nice looking young man who will 
inherit $75,000 or more,” and “an 
exceptionally handsome Yankee.” 


. 


“No Fairy Godmother” 


The operator of the club, accord- 
ing to the FTC, had represented 
that she was different from other 
agencies of its class and that she 
was not in the business for money 
only but to help single, lonesome 
people. Her statement in one in- 
sertion read, “I would do this work 
as a pastime and do it free, but I 
have no fairy godmother who can 
wave her wand and pay all the 
bills.” 

The 
yr, 
the 


facts, as uncovered by the 
brought an admission from 
operator that the club could 
not always be_ relied upon to 
achieve the results claimed: that 
her enterprise is an advertising and 
a matrimonial agency not essenti- 


MOTION-DISPLAYS 
DEMONSTRATORS 


We develop the 
dummies end all 
Lithographed Motion 


working 
Parts fer 
We also 
Demonstrators t 
products work 
Write immediately for literature and prices! 


THE AMERICAN DISPLAY COMPANY 
Dayton, Ohio, U. S.A. 


ideas produce 
Mechanical 
Displays 
pecialize in Mechanical 
how the public how your 


PROOF... = 


& 


| Dette ie 


the corner. So NOW is 
campaign to get 


| Liquor Promotion Must 
Be Modern, Says Burnett 


May 2.— State 
Beverage Commissioner Bur- 
nett has spoken—and another 
bright idea for liquor promo- 
tion has gone up in smoke. The 
Commissioner’s response was 
given this time to an inquiry 
from the owner of “an attrac- 
tive looking 1924 Model T 
Ford” as to whether it was 
permissible to use the vehicle 
as a carrier of signs advertising 
night clubs and taverns. The 
Commissioner replied: ‘Liquor 
advertising a la Model T does 
not impress me favorably. If 
this were allowed, then some- 
one would antedate you with 
a horse and buggy and banner 
proclaiming the glories. of 
Whiffletree Inn. And if this 
went well, I should soon expect 
an armored knight on horse- 
back with a pennant on spear 
advertising Twin Beeches as 
the place to get spiked. I shall 
have to bar all liquor advertis- 
ing on wheels or on the hoof; 
hence please do not refer in 
your signs to liquor or drinking 
or taverns.” 


Newark, 


ally diferent from other such agen- 
cies, and that she engages in the 
work for a profit. 

Among other things, she has 
agreed to cease advertising that 
her enterprise is of service gener- 
lally to persons who are lonesome 


Getting P ersonal 


lor want wives, husbands or sweet- | 


| hearts. 


Syndicate Adds Burt 


Edward F. Burt, formerly in the | 


book publishing business with A. L. | 


| Burt Company, New York, has been 
|named vice-president of Independ- 
lent Publishers Syndicate, 
| York, publisher of Feature Gravure 
Weekly. 


Lewis in Film Post 


Leonard Lewis, formerly with the 
World Broadcasting System, has 
been appointed vice-president of 
| Spot Film Productions, New York. 
|He will be in charge of the com- 
| pany’s radio and television division. 


Jones Appointed 

W. C. Jones has been appointed 
assistant advertising and sales pro- 
motion manager of Bendix Home 
Appliances, South Bend, Ind. 


‘Spiral Binding Moves 
| Spiral Binding Company, 
|cago, has moved to 111 
|street. The telephone 
‘Central 2023. 


Chi- 
N. Canal 
number is 


“« 
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amer is just around © 
the Time to start a — 
share of profitable — 


Summer business from our “Friendly Fam- 


ily” of 1,500,000 Italo-Americans. Then 


you | 


will be able to keep cool while the heatand 
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Gotham’s Hoosiers, together with Indiana publishers in town 
for the ANPA confab, held a “back home night” April 28 at which 
such home-bred talent as George B. Wellbaum, a. m., New York Tele- 
phone Company; Don Bridge, ad director, New York Times; Roy W. 
Howard, Scripps-Howard boss; AP’s Kent Cooper; and Rankin agency’s 
W. H. Rankin and son Robert, glorified the state of their birth... 


One of the “Two Little Girls on a Cruise” that Life spread over 
eight pages in February is now Mrs. Bill Maillefert, wife of the 
Compton radio time buyer. Bill 
is back at work after a honey- 
moon in the Poconos. . . 

Edward Brown, of American 
Can Company’s ad dept., clashed 
on May Day with Arthur A. 
Maroldi, Horan Engraving Com- 
pany salesman, in the finals of 
Arthurdale Indoor Tennis Club’s 
winter tournament. Maroldi took 
the title with a rally in the last 
two sets, 2-6, 7-5, and 6-1. The 
club is composed of raqueteers 
from the advertising and graphic 
arts fields. . . 

Franklin E. Delano, kin to 
FDR and assistant manager of 
Young & Rubicam’s Hollywood 
office, has an August date with 
a girl and a preacher... A proud 
papa is Bob Smith, WOR sales- 
man. Despite his parental re- 
sponsibilities, he found time to 
make two recent talks before 
NYU undergraduates. 

Sterling Advertising Agency 
is celebrating its 25th annivers- 
ary. The founders, Saul M. 
Broun, board chairman; Joseph 
S. Edelman, president; Herbert 
Goldsmith, treasurer; and Wil- 
liam Forray, secretary, are still 
active in the business. . . 

Clarence Francis, president 
of General Foods Corporation, 
revealed a little-known fact 
when introducing Thomas Beck, 


OMAHA GENTLEMAN 


Pies en a 


Omaha citizens reverted to the days 
when their city was a focal point in the 
wild west last week in celebration of 
Cecil B. DeMille's ‘Union Pacific’ pre- 
miere. Among the dashing young gen- 
president of Crowell Publishing tlemen of 1869 was John Gillin, who m 
Company, to the Sales Execu- real life is general manager of Station 
tives Club of New York. He wee. 

told how when Beck was a sales- ~~ erie ry Cas eer 


man for Procter & Gamble, he looked around for an assistant. His 
choice was a young clerk in the cashier’s department. The man was 
reluctant to make a change, but Beck sold him the idea. The clerk 


was Richard R. Deupree, now president of P&G... 


W. R. Needham, prexy at Needham & Grohmann agency, will give 
a course in hotel advertising at Cornell U. this summer. It will be his 
sixth consecutive year at the task, which is not surprising in view of 
the fact that both Needham and H. Victor Grohmann, exec. v. p., were 
educated “Far Above Cayuga’s Waters” at Cornell. . . 


Frank J. Hollings, s. m., Joseph Tetley Tea Co., turned lecturer 
for a Triad League address. . . Raymond Rubicam, board chairman, 
Y & R, was inducted into Alpha Delta Sigma along with E. J. Mec- 
Cormick, prod. mgr. of Time, by the NYU chapter. . . 


When Admiral Byrd flew over the Antarctic, he named a peak 
for James G. Stahlman, publisher of the Nashville Banner, and retir- 
ing ANPA president. Stahlman is a versatile fellow. Besides racing 
around the country on countless speaking assignments, he flies, hunts 
foxes, fishes, and thinks well of his golf game. . 


Among those in the sports limelight at the Associated Business 
Papers convention a couple of weeks ago in Hot Springs were winners 
Fritz Frank, The Iron Age, skeet shoot; Karl M. Mann, Case-Shepperd- 
Mann, first low gross, golf; Chauncey Williams, Sweet's Catalog Serv- 
ice, second low gross; John Cornell, The Paper Mill, first low net; 
Charles E. Price, Heating, Piping & Air Conditioning, second low net; 
George O. Hays, Steel, blind bogey; John M. Williams, Architectural 
Record, low gross four short holes. Ray Bill, Sales Management, 
walked off with honors in tennis and horseshoe pitching. . . 


Charles E. Crockett, secretary-treasurer of the Tribune, South 
Bend, Ind., and Mrs. Crockett have returned from California. . . 


Flash! Insiders at Goodyear Tire & Rubber Company recognize 
this exclamation not as a hot news story but as the nickname attached 
to Galen C. Cartwright. who looks after advertising of Goodyear 
rubber mattresses and sundry items. . . 


“That powerful new station” of which Jim McEdwards, of the 
NBC promotion staff in Chicago has been talking, turned out to be 
his way of announcing the arrival of a new daughter, yclept Carol. . . 

Claude B. Riemersma, Chicago representative, The Architectural 
Record, and formerly assistant advertising manager, Crane Co., has 
announced a new issue, Lois Jean, as of April 25... 

General Electric ran a color page in the magazines the other day 
showing three extremely young ladies in a fashion show. The tiniest 
and cutest of the “models” turned out to be Frances, daughter of 
James Mason, Chicago magazine representative. . . 

Norman S. Rose, a. m., The Christian Science Monitor, is on a 
four-week trip to the Pacific Coast, with stop-overs planned for Chi- 
cago, Minneapolis, and Western Canada. . . 

The stork spent a busy time at Hoffman & York, Milwaukee 
agency, visiting staff members three times in 12 days recently. Proud 
daddies are Jack Bjorkholm, Hugh Lucas and Henry Gebhardt—a 
boy and two girls, respectively. . . 

Edward J. Samuel has a new title. He’s now executive secretary 
of the Chamber of Commerce, Westfield, Mass. Until recently he was 
partner in the agency of O’Connell & Samuel, Springfield, and pre- 
viously was commercial mgr. of WMAS in Springfield. . . 

Rufus Woods, publisher of the World, Wenatchee, Wash., is back 
home from a two-month trip to the Orient. Whenever Mr. Woods 
has a yen to travel, he picks himself up and goes. He’s been to 
Russia twice, trying to get an introduction to Stalin. and has spoken 
to dictators of other European countries. . . 

A. C. Nielsen, Chicago research expert, is in Europe and is not 

expected back from the other side for at least 30 days. . . 


Stock Brokers 
Take Advantage 
of New Freedom 


Chicago, May 4.—How the mor 
liberal views of the New York Stoc} 
Exchange will affect brokerage aq. 
vertising was exemplified here thi 
week, following a demonstration jp 
New York last Thursday. Shearson 
Hammill & Co. used an illustratioy 
in newspaper copy announcing th; 
opening of a branch in the Wrigle, 
building. It was said to be the tirg 
brokerage advertising thus adorneg 
in many decades. The picture wa 
a line cut of the building housing 
the new quarters. 

Fenner & Beane, New York bro. 
kerage company with more than 5 
branches, used a half-page adver. 
tisement in financial sections of Ne, 
York newspapers Thursday. En. 
titled “Mass opinion makes fair 
prices,” it was the first expositior 
of the function of a stock broker ji; 
the memory of any but the oldest 
inhabitants. 

This advertisement is merely the 
first of a series, the company an- 
nounced. It plans to take full ad- 
vantage of the recent ruling of the 
Exchange that henceforth advertis- 
ing shall be circumscribed only by 
honesty and good taste. 


a 


McCann-Erickson Named 


A. Gomes & Co. has appointed 
the Rio de Janeiro office of Mc- 
Cann-Erickson to handle the adver- 
tising in Brazil of Meias Cysne 
hosiery. Spot radio announcements 
and two weekly radio programs fo: 
women will be used. 


Browne Appoints Eric 

Seward W. Eric, formerly Eastern 
divisional sales manager for Cal- 
vert Distillers Corporation, Ney 
York, has been appointed regiona! 
sales manager of the Eastern states 
for Browne Vintners Company, New 
York. 


United Gets Western 


Western Specialty Company, Chi- 
cago, manufacturer of a hair trim- 
mer instrument, has _ appointed 
United Advertising Companies, Chi- 
cago, to handle its advertising. Ar- 
nold E. Blumenfeld is account ex- 
ecutive. 


To Join SNPA 


Walter C. Johnson, Jr. will joi 
Southern Newspaper  Publishe: 
Association, Chattanooga, Tenn 
specializing in labor matters, afte 
his graduation from Duke Univer- 
sity in June. 


Joins Grey Agency 

Agatha Sirianni, formerly wit! 
Brown & Tarcher, has joined Gre! 
Advertising Agency, New York, 4 
traffic coordinator of the art de- 
partment. 


Water Color Line Bows 
Sherwin-Williams Company, 
Cleveland, has introduced a neé\ 
line of artist’s water colors, made t 
match the 27 basic Outdoor Adver- 
tising Association color standards 
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-11: 373,248. CBS enjoyed its biggest : “ . ”“ 
Coming Network Billings April in Sitete tie time ‘a Dotted Line Club Register Adds 500 
Sh G . O aggregating $2,854,026 for a gain of | Agency Party May 19 Active Advertisers 
e Ow ains ver 17.7 per cent. The four-month total The annual agency dinner of the An increase of 500 listings of ac- 
Conventions j93 Fi for the network was $10,995,309, | Dotted Line Club of Chicago will be | tive advertisers and a trade name 
; | igures only 0.2 per cent below the total for oo eee hereee Mey 19. | list of itfee aon nee ode 7 
’ , ay >t) hillinge > i ari ‘' ‘ a r tickets will in- |annual edition o e “Standard Ad- 
. ay 8-9. Midyear meeting, As- | pte chad any Sgr nes sa So oe nape oo clude refreshments, A. E. Meanor, | vertising Register,” which has just 
‘ May 8-9. y & | of the three national radio networks| NBC April volume was $3,560,- | Gj tahi , ai ; 
» sociated Grocery Manufacturers of | Wo. 4: ge a pale os ilton Publishing Company, chair- | been completed. | 
, ciate y ‘ : were 12.7 per cent higher than in 984, a gain of 7.6 per cent over man for the dinner, announced. Publication of radio network and 
7 America, The Greenbrier, White | April, 1938, it was revealed by} April 1938. Billings of the network issn spot figures separately by advertis- 
§ Sulphur Springs, W. Va. | figures released today by Columbia| for the four-month period totaled ‘ ers is an innovation in this year’s 
May 10-2". Spring conserence, | Broadcasting System, Mutual Broad- | $15,514,431, a jump of 7.7 per cent McCann-Erickson to Move | cdition. 
Association of National Advertisers, /casting System, and National Broad-| over the same months last year. McCann-Erickson will take over 
3 Westchester Country Club, Rye, | casting Company. For the first four Mutual recorded its 12th consecu- | three floors in the Associated Press Installs 2nd H P 
B N.Y. , months, billings were 4.9 per cent | tive monthly increase in April, with | bldg., 50 Rockefeller Plaza, New nsta n oe Fress 
t May 11-12. Annual convention, | sheaq of the same 1938 period. a total of $262,626, representing a| York, in June. Special features of | The Milwaukee Journal has 
» American Association of Advertis- April business totaled $6,677,636 | 38.6 per cent gain over April, 1938. the new offices, designed to accom- | placed in operation its second Hoe 
ng Agencies, Waldorf-Astoria, New as compared with $5,924,230 for the| Billings for the first four : ths modate more than 300 employes, |rotary press within the past year. 
vauie. actos ee ee eee re est Our: montis | will include three conference rooms, | The new $200,000 unit increases the 
: . : _ |Ssame month of 1938. So far this|this year were $1,161,285, consti- |. ax . ‘ o watin seohitl aweites le taf ne ail 
May 16. Sprihg meeting, Insur- | year, billings total $27,671,025 com-|tuting a rise of 22.8 per cent over Se Oe Se ee ees ee oe eee ee 
ance Advertising Conference, New |* d with the 1938 fi; sala f $26.-| last Arges <0 Pp room, all air-conditioned, and a re-| pacity to 132,000 48-page papers 
0- Vork. | Paes eo svoe Ngure 6 ~ | Jast year. tail store window for displays. an hour. 
. May 16-17. Spring convention, 
“4 Inland Daily Press Association,| > ; 
‘ Hotel Sherman, Chicago. 
rf May 19-20. Spring session, Amer- 
es can Marketing Association, Me- 
* iinah Club, Chicago. 
May 22-24. Annual convention, | 
Toilet Goods Association, Hotel 
he Biltmore, New York. ' 
% June 1-3. Annual convention, 
“ National Advertising Agency Net- 
“ vork, Park Plaza Hotel, St. Louis. 
" June 5-6. National Business-Con- 
by sumer Relations Conference, Buf- 
? falo, N. . 
June 5-7. Annual convention, 
National Federation of Sales Ex- 
j ecutives, Bellevue-Stratford Hotel, 
ed Philadelphia. 
ic- June 12-15. Annual convention, 
T- Association of Newspaper Classified 
ne Advertising Managers, Hotel Sen- 
ts eca, Rochester, N. Y. 
for June 12-16. Annual convention, | 
Outdoor Advertising Association of | 
America, Hotel Pennsylvania, New e * 
York. 
rn June 12-17. Annual convention, eC | aA e 1a 
al- Lithographers National Association, 
ev ' Westchester Country Club, Rye. 
nal June 15-17. Annual convention, cs e 
tes Southern Newspaper Publishers 
” \ssociation, Chamberlain Hotel, Old | y enin u eC In 
Point Comfort, Va. 
June 16-18. Annual convention, 


Advertising Distributors of Amer- 
hi- Hotel Shelton, New York. 


m- June 18-22. Annual convention, 
ved Advertising Federation of America, 
“ Waldorf-Astoria, New York. 
nl June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 
June 25-30. Annual convention, 
” Pacilic Advertising Clubs Associa- 
o on, Oakland, Calif. 
n July 10-13. Annual convention, 
te National Association of Broadcast- 
er- ers, Ambassador Hotel, Atlantic 
City. 
Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
rit Royal York Hotel, Toronto. 
12-13. Annual convention, 


re Sept. 

‘ Association of National Advertisers, 
de- ‘he Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 

National Industrial Advertisers As- 

ociation, Hotel New Yorker, New 


11 York. 

1e\ Sept. 27-29. Annual convention, 
eto| @ Direct Mail Advertising Associa- 
er ; tion, Roosevelt Hotel, New York. 
rds Oct. 1-4. Annual meeting, Mail 
— » Advertising Service Association, 


=» Hotel Astor, New York. 

Oct. 2-3. Annual Boston Confer- 
nce on Distribution, Hotel Statler, 
I ton 
ct. 19-20. Annual convention, 

Audit Bureau of Circulations, Ho- 
tel Stevens, Chicago. 


aa as $5,000 per tomily 
METROPOLITAN STATION P 
COSMOPOLITAN AUDIENCE | 


Announces 


the opening 
of advertising offices in 


Chicago 


333 North Michigan Avenue 


Telephone: 


State 9409 


Representatives: 
Charles J.Weil, Samuel G. Salzman 


Detroit 


New Center 


Building 


Telephone: Trinity 1-1625 
Representative: Emmet J. McGill 


New 


York 


Direct representation in the 
New York Area, as in the past, is 
located at 247 Park Avenue 
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Essay Contest 
Again Breaking 


Records for Entries 


Advertising Clubs, 
Newspapers Report 
Successful Promotions 


Chicago, May 4.—With returns 
from a few local tie-up contests 
still missing, returns to date in the 
fourth annual student essay compe- 
tition sponsored by ADVERTISING 
AGE indicated that the previous high 
mark in entries submitted will be 
broken this year, and that nearly 
5,000 essays will actually be sub- 
mitted for judging in the national 
competition. 

This does not represent the whole 
number of essays written, however, 
since the bulk of those submitted 
in cases where the writing of essays 
was a class project was culled out 
by the teacher, only one or two of 
the best being submitted. This has 
also been true in the case of five or 
six local tie-up contests, where only 


winning contestants’ entries were 
sent on for national judging. 

Thus far entries submitted in 
their local contests have been sent 
in by the Illinois State Journal, 
Springfield; Daily Courier, Grants 
Pass, Ore.; Evening Post, Charleston, 
S. C.; Daily Item, Sunbury, Pa.; 
Ledger-Enquirer, Columbus, Ga.; 
Evening News, North Tonawanda, 
N. Y.; Morning Star, Rockford, I11.; 
Chronicle-News, Trinidad, Colo.; 
Catholic Messenger, Davenport, la. 

News-Tribune, Fort Pierce, Fla.; 
Raleigh Register, Beckley, W. Va.; 
Standard, St. Catherines, Ont.; 
News-Dispatch, Michigan City, Ind.; 
Observer, Charlotte, N. C.; Tribune, 
Meadville, Pa.; Times, Okmulgee, 
Okla.; Leader, Frederick, Okla.; 
Argus, Rock Island, Ill; News, 
Batavia, N. Y.; Advertising and 
Sales Club of Peoria, Ill.; News- 
Telegram, Portland, Ore.; New Or- 
leans Times-Picayune. 

Others from whom returns have 
not yet been received include the 
Mercury, Oroville, Cal.; Advertising 
and Sales Club of Flint, Mich.; Erie, 
Pa., Advertising Club, and _ the 
Leader Post, Regina, Sask. 


Contest Winners Honored 


In addition to giving the contest 
much local publicity, most of the 
papers that sponsored local tie-up 


EXAMINE 
‘THIS 


BARGAIN SET 


OF REFERENCE BOOKS 
FOR ADVERTISING EXECUTIVES 


How to use 
advertising 
productively 


There is nothing sadder than the cases of star performers in copy, produc- 
tion, promotion, or other departments of advertising practice, who fail to take 


hold when faced with executive duties and opportunities. 
analyzing and deciding, and planning : 


broad outlook that, consciously or othe 
tive acquires and constantly utilizes. 


The problems of 
ind administering campaigns involve a 
rwise, the successful advertising execu- 


And to provide a comprehensive, adequate 
treatment of these fundamentals and te 


chniques is the purpose of this library. 


THE ADVERTISING EXECUTIVES’ LIBRARY 


5 volumes, 1.685 


pages illustrated 


Here are books that deal with advertising in the broader touches required 


by the man who faces its major proble 


‘ms. Thoroughly factual, they tell how 


SO UNCLE JOE PUT YOU NEXT TO 
i ITS THE || POWERINE GAS? WELL ITS THE 
WAY HIS CAR RUNS HERE TAKE 


MY POWERINE BOOK AND FILL || ON 
6000 


h HIS CAR UP wiTH THAT 
Gasou 


ONLY THING FOR ME FROM NOW | | 


RKS, WHEETES. 
ANO STALLS MAKES 
ANYBOOY PREFER WALKING. 


Even Your Best Friends Will Tell You 


Take a tip from smart motorists For smooth 
running extra power, speed, pep. and economi | 
cal long mileage, change to POWERINE “72” | 
Gas. Specially refined for our high altitudes. 
Powerine “72” ends jerks, wheezes, stutters and 
stalls. It gives you that easy, smooth perform | 
ance that is irresistible 


It's Time to Change to Power-Lube Oil, Too! 


aan Powerine<‘ 


contests published the winning es- 
says in their columns, generally ac- 
companied by pictures of the win- 
ners. In the case of advertising 
clubs, presentations of award were 
made, or will be made, at a meeting 
of the club. 

As soon as identifications have 
been removed from the entries the 
work of judging will begin, with 
final determination of the national 
winners in the hands of the jury 
consisting of Mason Britton, vice- 
chairman, McGraw-Hill Publishing 
Company, and chairman of the Ad- 
vertising Federation of America; 
Gilbert Kinney, vice-president, J. 
Walter Thompson Company and 
chairman of the American Associa- 
tion of Advertising Agencies; and 
A. T. Preyer, vice-president, Vick 
Chemical Company and chairman of 
the Association of National Adver- 
tisers. 

Winners in the national competi- 
tion will divide $1,000 in cash 
prizes contributed by ADVERTISING 
AcE, with the first winner in the 
high school and college division each 
getting $250 in cash, plus an all- 
expense trip to the AFA convention 
in New York, June 18-22. Second 
place in each division carries a cash 
award of $100; third place prize is 
$50, and 10 winners of honorable 
mentions in each division will re- 
ceive $10 each. 


J. F. Snider Heads 
Peoria Ad Club 


John F. Snider, president of Lo- 
gan Printing Company, has been 


to write and produce ads, but more than this, they cover the full purpose and elected president of the Peoria Ad- 


field of accomplishment of this work 
tions of administering the advertising 


they give answers to the realistic ques 


campaign and using advertising pro- 


vertising & Selling Club, Peoria, III. 
Earl H. Maloney, advertising man- 


ductively. Here are books that you can use to clarify your conceptions, and ager, Peoria Journal-Transcript, was 
make more effective your handling of the problems of planning and directing 
in short, to get a real grasp on the reins of successful advertising leadership. 


These 


What the Library 


: . K , 
contains I. Know 
practi 
Weiss, Kendall and lLarra . 
bee's THE HANDBOOK OF =: 
ADVERTISING pullin 
ap tes ADVERTISING Know 
CHECK LISTS OF ADVER 
PISSING SELLING AND 
\ tC IS ; ss 
ar ANDISING I EN | t. Know 
Finkelhor LEGAL 


PHASES Of} 
ING 


ADVERTIs 


J 


Special price 


How the books fit your individual cas 
tion of the books themselves. They will 


Examination on approval 


books cover the five fields that enable 


fundamentals 
ces. 


and successful current 


Know the practical devices that increase the | Pillar 


g power of ads. 


the pivotal points by which advertis- 


ing, selling, and merchandising plans may be 
checked in 


advance. 


the legal implications of handling ad- 


vertisements, testimonials, contests, copy and 
merchandising ideas, etc. 


5. Know the profit outlook in advertising; the 
O'Dea’'s A PREEFACI TO | sans hokum attitude of successful practition 
ADVERTISING ers 


Easy terms 


e may be determined from an examina- 
be sent on receipt of the coupon below. 


Should you decide to keep them and employ their many helps, then send only 


your first small remittance, and the b:; 
use the books—paying, in all, actually 
were purchased individually and withe 
See how they can serve in aiding your « 


ee ee | 


McGRAW-HILL BOO 


This 


! 
coupon f 
brings you | 
the 5 books | 
for 10 days’ 
examination | 
| 


on approval 


s eu Advert 


lance in monthly payments, while you 
$1.50 less than you would if the books 
uit the installment payment privilege. 
wn progress. Mail the coupon today. 


K CO., 330 W. 42nd St.,. N. Y. C 


ising Executives Library volur for 0 davs 
! Ir 6a I w nd §$ 
nthls ntil & 0 is paid 


Age 
I S. and Canada only 


lelected vice-president; Hugh Wrig- 
ley, advertising and sales manager, 
Peoria Service Company, secretary- 
| treasurer, and Kirby Jeneson, Otis 


you to appraise policies as well as practice | Elevator Company, associate secre- 


tary-treasurer. 

| New directors are Gerald W. 
| Walker, advertising manager, Cater- 
Tractor Company; C. C. 
| Wheeler, Illinois Mutual Casualty 
Company, and Russell C. Werner. 


Rinehart Heads 
New Portland Club 


The Advertising Federation of 
Portland, Ore., has opened its head- 
quarters in the Multnomah Hotel, 
with Allen R. Rinehart, sales man- 
ager of the Beaver Engraving Com- 
|}pany, as president, and James G. 
Smith as full time manager. The 
new club will supplant the old Ad- 
vertising Club of Portland. 

Other officers are Showalter 
Lynch, vice-president of Mac Wil- 
kins & Cole, vice-president, 
Harold Stone, manager of the Izzard 
Company, secretary-treasurer. 


Three Named Judges 

Dana O’Clare, display director of 
|Lord & Taylor, Robert E. Bolton 
and Lester Beall, artists, have been 
appointed judges of the annual All 
America Window Display Competi- 
| tion, sponsored by the International 
| Association of Display Men, to be 
held June 25-29 at the Hotel Astor, 
New York. 


Fiction Group Moves 

American Fiction Group has 
taken new quarters at 330 W. 42nd 
street, New York. 


and | 


Illinois Weighs 
Entry Into Ranks 


of Advertisers 


Springfield, Ill., May 2.—The Illi- 
nois legislature will shortly receive 
a bill calling for a state advertising 
campaign to increase tax revenue 
as well as aid private industry, it 
was learned today, following a con- 
ference held here last week by 
Lieut. Gov. John Stelle and 25 busi- 
ness leaders. 

The conference requested Gov. 
Horner to appoint a committee, rep- 
resenting agricultural, business and 
civic interests, to draft such a meas- 
ure for submission to the legisla- 
ture. 


Far Down on List 


In past years, Illinois has ranked 
far down on the list among promo- 
tionally minded states, and while 
no definite figure was decided upon 
at this conference, it is expected 
that the proposed bill will call for a 
biennium expenditure of about 
$750,000. If such a sum were ap- 
propriated, $500,000 would be used 


BEARCAT denies the suggestion of toothpaste 
makers that their alone is necessary for 
the captivating smile that wins the girl of your 
dreams, or makes wallflowers irresistible. BEAR 
CAT, The All-Season Motor Fuel, makes your car 
give superlative performance that brings you an 
ear to-ear smile of satisfied contentment a grin 
of pure pleasure from BEARCAT'S greater econ, 
omy, and increased pep, power and speed 
Drain out the old and refill with Power-lube's sum 
mer grade oil. Now is the time to have your car's 
and dith i checked and re. 
greased by Powerine's trained lubrication experts 


aan Powerine 


Copy poking fun at themes frequently employed by well known national advertisers provides Powerine Gasoline Company 
with a vehicle for its own campaign now running in newspapers in the Rocky Mountain territory. Magruder & Co., Denver, is 
= the Powerine agency. Bradley Lane, art director of the agency, is in charge of the campaign. 


in a two-year national advertising 
campaign, with the remainder pay- 
ing administrative expenses. 

Conference representatives said 
that a national campaign would in- 
crease state tax revenues at least 
$5,000,000 annually, as well as 
bringing additional millions to pri- 
vate industry. 

Discussion of the proposed state 
campaign follows closely the de- 
cision of the Chicago Association 
of Commerce to promote that city’s 
interests through a paid advertising 
campaign. Funds for this drive are 
now being raised, with the cam- 
/paign itself to be handled by th 
Charles Daniel Frey Company. 


To Cowan & Dengler 


Cowan & Dengler, New York, has 
been appointed advertising counse! 
for The London & _ Lancashire 
Group, Hartford, Conn. Raymond 
D. Parker is account executive. 


Mrs. Salter Elected 


Mrs. W. A. Salter, publisher of 
the Kerrville Mountain Sun, was 
elected president of the South Texas 
Press Association at its recent con- 


vention in San Antonio. 


... Fay less to Let Top | \ARNT, 


Per Family Income? How? * } of curse! 


Latest figures (1938) give Des Moines— 
the city—highest rating in the 100,000 
group in Effective Buying Income—$3,778 
per family. 
—know what it means in retail sales. 


You already know that story 


KRNT gives effective coverage in this, the 
nation's most prosperous city—plus the en- 
tire Des Moines market—with a population 
of more than 1,000,000. 
est single marketing area—267,861 families 
who in 1938 bought better than $280,000,- 


It is lowa's larg- 


000 worth of goods at retail. 


course, 


“And, of 
you can buy KRNT 
in the WNAX-lowa 
Net-work at an ex- 
ceptionally 
rate. 


low 
them. 


In lowa, 


The effective buying income of the Des 
Moines marketing area last year was $500,- 
771,000. 
bia Station, gives you ready-made access 
to this profitable market. 


KRNT, lowa's only Basic Colum- 


Rates? Check 


You'll find them surprisingly low. 


it's KRNT, of course. 


DES MOINES + Basic CBS » 1320 K.C. 
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Represented by THE KATZ AGENCY 


THE ONLY BASIC COLUMBIA 


NETWORK OUTLET IN IOWA 
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Business Leaders 
Hear of Role 
Advertising Plays 


(Continued from Page 1) 


our industries are working at only 
partial capacity?” he asked. 

Applauding any attempt which 
would increase national income 
without jeopardizing sound eco- 
nomics, Mr. Weld pointed out that, 
regardless of the downward trend 
in national income since 1929, ad- 
vertising has been a potent factor 
in developing new and larger mar- 
kets for a host of new products. 

Examples named were electric re- 
frigerators, air planes, radios, diesel 
engines, aluminum products, stain- 
less steel and air conditioning. “The 
sums spent in advertising these and 
other products, large as it may 
seem, is far less than would have 
been the expense of personal sales- 
manship required to accomplish a 
comparable result,” he declared. 

“Advertising’s biggest year,” he 
said, “was in 1929, when we spent 
nearly $2,300,000,000. In 1938, this 
figure was over one and a half bil- 
lions, a drop of 250 million from 
1937.” 

Developments in advertising that 
have improved its service to the 
distributive process include new 
media, new types of advertising 
and localized effort, he commented. 


Limns New Techniques 


He included the growth of news 
magazines and picture magazines as 


._ having made rapid strides in new 


maednini> 


effective advertising techniques. 
“New techniques have been devel- 
oped in the construction of adver- 
tisements. Strips and continuities 
have come into common use. Pho- 
tography has largely replaced line 
drawings. Better layouts are the 
rule. Special types of advertising 
have been fitted to individual 
media, such as Esquire, The New 
Yorker and the picture magazines,” 
he added. 

He also told the group that “in- 
stead of blanket advertising cam- 
paigns with no regard for potential 
markets, careful study is now made 
of different cities and different sec- 
tions of the country. . . As a result 
of such analysis, advertising is 
applied to fit these local conditions. 
Careful attention is given to the 
amount of advertising, to the type 
of copy to be used, and media that 
are selected.” 


Points to the Future 


In conclusion Mr. Weld empha- 
sized the more effective manner of 
testing advertisements and the bet- 
ter research in marketing which 
have recently been emerging. While 
pointing out that the ideal standard 
for copy tests is not yet available 
he added that “we have made defi- 
nite progress. We make checks as 
to the extent that ads are seen and 
read. We make psychological pre- 
tests. We make consumer jury tests 
and we analyze coupon returns. The 
result of these methods have been 
better copy, better layouts, and 
greater sales effectiveness. We are 
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Covering 1939's a 
Golden Market 


BEVERAGE RETAILER WEEKLY 


The Newspaper of the 
Beer, Wine & Liquor Industry 
1819 Broadway, New York, N. Y. @ Circle 6-8181-2-3-4 
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This human interest portrayal tells Ford's story simply and effectively. The 24-sheet poster will appear during May. Mc- 
Candlish Lithograph Corporation handled production. = 


moving toward the goal of pre-de- 
termining the effectiveness of ad- 
vertisements.” 

Citing radio as the field in which 
greatest market research has been 
made, he said: “We have means of 
checking the popularity of pro- 
grams through telephone calls, and 
there is now being developed a re- 
cording device which can be at- 
tached to the radio, and which re- 
ports the actual stations being 
listened to. Through the Joint Com- 
mittee on Radio Research we have 
made estimates of the number of 
radio homes in each country, and 
we have developed a plan for de- 
termining listening areas, so that we 
shall know what territory every 
station covers.” 


Lift Farm Income: Grimes 


Mr. Grimes, one of the leading 
exponents of the stamp plan for 
food distribution which will soon 
be launched, held up an 11 billion 
dollar farm income as the key to a 
90 billion dollar national income 
and consequent national prosperity 
in his address to a round table on 
“Stepping Up Distribution of Agri- 
cultural and Industrial Products.” 

He outlined a four-point program 
as a means of reaching that 11 
billion dollar farm income. First, 
he strongly advocated cooperation 
with the stamp plan designed to 
move surplus agricultural commodi- 
ties into the hands of indigent and 
low-income groups. Second he urged 
an “organized, well-planned, and 
efficiently executed cooperation be- 
tween growers, farmers, manufac- 
turers, and distributors” to move 
increased amounts of agricultural 
commodities into consumption. 

On this second point Mr. Grimes 
said that “the regularly established 
channels of distribution can, when 
properly informed, organized, and 
given opportunity, move into con- 
sumption any reasonable surplus. 
Furthermore, the regular channels 
of distribution can aid in the move- 
ment of agricultural products into 
consumption before the threat of a 
surplus develops, and thus prevent 
the accumulation of any surplus.” 


Stresses Surplus Problem 


He laid much of the trouble of 
marketing surpluses at the door of 
decreased sales effort. “It is truly 
astonishing,” he said, “how the con- 
sumption of food can be sharply 
curtailed because of lack of sales 
push—lack of display—lack of urge 
to sell on the part of distributors or 
manufacturers. A normal, steady, 
or even advancing market is sud- 
denly turned into a declining mar- 
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ket, when buyers become alarmed. 
What ordinarily appears to be a 
well-balanced supply, suddenly 
turns out to be a serious surplus— 
and here let me make an important 
observation. The more _ publicity 
given to surpluses, whether tem- 
porary or chronic, the more uneasi- 
ness is aroused, and the quicker 


buyers withdraw into a waiting or 
hand-to-mouth policy.” 

As a third solution he advanced 
the further establishment of re- 
search and experimentation to de- 
velop new uses for agricultural 
products. His fourth and final 
recommendation was that “we 
should introduce common-sense, 


business-like methods in the dis- 
posal of the exportable surpluses of 
those commodities which we nor- 
mally raise in larger quantities than 
we consume.” 


J-W-T Adds Hardy 

Gelston Hardy, for the past three 
years copy chief in the Detroit office 
of McCann-Erickson, has joined the 
copy department of J. Walter 
Thompson Company, New York. In 
1937, Mr. Hardy won the Annual 
Advertising Award for the best 
newspaper campaign for a_ local 
retail store. 


Voltarc Names Lewin 


Voltare Tubes, Inc., Newark, N. J., 
maker of rare gases, fluorescent 
tubing and electrods, has named 
A. W. Lewin, Newark, to direct its 
account. Business papers will be 
used. 


Account to Bridge 

Harry P. Bridge Company, Phila- 
delphia, has been appointed to han- 
dle the account of Mary Merle Gift 
Wares, Philadelphia. Walter S. 
Chittick is account executive. 


Curran Joins Colortype 
Frank D. Curran, formerly with 

Poole Bros., Chicago, has joined the 

sales staff of American Colortype 


Company, Chicago. 
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JUST OFF THE PRESS... 5TH EDITION OF THE HAMMERMILL 
COMPREHENSIVE SAMPLE BOOK ... GET YOUR COPY NOW! 


“MY JOB IS buying printing. Today it’s a new 
letterhead with envelopes to match. Tomorrow, 
an eye-catching cover for our catalog. Later on 
we'll want to revise our file cards, bring our 
office forms up-to-date, install a color signal 
system. A series of mailings is scheduled... bill 
enclosures, envelope stuffers, illustrated sales 
letters, a giant broadside, a booklet. 


“HOW WOULD YOU choose the right paper for 
each job? Fumble through piles of samples, 
swatches, portfolios? That’s what I did—once. 
Now, I just turn to my Hammermill Compre- 
hensive Sample Book. Here, in one handy vol- 
ume, I can find the right grade, color, weight 
and finish of paper for nearly every job.” 


THIS NEW Sample Book is flat-opening and 
arranged for easy reference. It shows all the 
Hammermill lines. Get a copy and keep it on 
your desk where it can work for you every day. 
You'll find it a practical and profitable aid the 
next time—and every time— you order printing. 
The Sample Book is FREE. Send for it now. 
(Attach coupon to your business letterhead.) 


ae + 


Hammermill Paper Company, Erie, Pa. 
S$ it! Please send me the Hammermill 


IN THIS BOOK yow will find paper samples thet 
will help you solve problems of... 

1. How to choose paper for letterheads and printed 
forms that make the right impression. 


2. How envelopes can win preferred attention for 
your messages. 


3. How to have clean, lasting records at a saving. 


4. How to select paper for checks and ‘‘money 
value” forms that must look important. 


5. How to get cleaner, more readable copies from 
every run on your mimeograph machine. 


6. How one properly selected paper gives clear, 
readable copies from gelatin and spirit duplicators. 


7. How to have file and index cards with the snap 
and stiffness for easy handling and filing. 


8. How to “package” your booklets and catalogs 
with covers that command attention. 


9. How to get better mailing pieces for the money 
with paper that’s whiter, brighter, more opaque 


10. How to have brilliant, colorful broadsides that 
click . . . how paper can help you have them printed 
at @ saving. 


Have ali this information at your fingertips. 
Send for your copy of the Sample Book now... 


A.A. +8 


Comprehensive Sample Book. 


Name———_— 


Position—__ - 
(Please attach to your business letterhead) 
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Variety Pictured 
as Growing Trend 
for Retailers 


Consumer Conveni- 
ence, Dealer Profits 


Cited as Chief Factors 


Chicago, May 3.—The current 
trend in retail merchandising is 
away from specialization and 
toward a greater variety in products 
handled, Ira D. Anderson, assistant 
professor of marketing of North- 
western University, told the Chi- 
cago chapter of the American Mar- 
keting Association last night. 

This trend, Mr. Anderson said, is 
particularly evident in food stores, 
bakery shops, filling stations, men’s 
furnishing, cigar and _ furniture 
stores. He named two factors re- 
sponsible for its emergence: The 
consumer's desire to simplify her 
shopping by purchasing as many 
items as possible under one roof, 
and the retailer’s desire to build 
volume through the addition of 
other than his regular lines. 


Supermarkets Trend 


The growth of supermarkets ex- 
emplifies the trend in the food field, 
he commented, with this develop- 
ment tying in with the greater 


‘ald R. G. Cowan, of Swift & Co., 


amount of attention given the oper- | 


ating efficiency of individual units 
by all chains. In earlier years, he 
peinted out, chains were aggres- 
sively engaged in 
number of their outlets, rathe: 
in improving the efficiency of each 
store 

Many men’s’ furnishing stores 
widened their through 
addition of women’s clothing, 
Anderson said. An extreme example 


of this same trend has taken place 


have scope 


in the furniture field in the East 
where some _ stores have added 
ready-to-wear clothing. Other ex- 


amples include the greater variety 
of merchandise offered in 
shops, such as wines and 


cigar 


liquors, 


candy and soft drinks; and the wide | 


variety of products offered by many 
filling stations. 

Mr. Anderson predicted that chain 
stores would continue to hold thei: 
present place in the food distribu- 
tion picture, unless hampered by 
drastic legislation. He indi- 
cated that they would probably con- 
tinue to devote a major portion of 
their attention to improvement of 
individual instead of 
centrating on expansion. 

Election of officers was 
the schedule for the marketers last 
night, with the club accepting with- 
out change the slate proposed by its 
nominating committee. C. C. Cha- 
pelle, vice-president of H. W 
tor & Sons Advertising Company, is 
the new president, succeeding Don- 


also 


tores con- 


also on 


etl 
COLLINS © 
MILLER & © 


ra, 
7 


INC. 
PHOTO-ENGRAVERS 
IN CHICAGO 


Mr. | 


Kas- | 


increasing the | 
than 


| 
| 
| 


| 
| 
| 
| 
| 
| 
| 
| 


| who becomes a director. 


Other new officers are C. H. 
Sundberg, Branham Company, and 
S. Teitelman, Armour & Co., vice- 
presidents; J. J. Martin, Henri, 
Hurst & McDonald, secretary, and 
S. F. Townsend, Business Research 
Corporation, treasurer. Newly added 
to the board of directors are Dr. 
R. N. McMurry, Psychological Cor- 
poration; John W. Miller, merchan- 
dise economist of Montgomery Ward 
& Co., and Bradley Williams, of 
McCann-Erickson. 


Watson Not with 


Commercial Credit 
In a story describing the latest 


advertising campaign of Commer- | 
Baltimore, | 


cial Credit Company, 
which appeared in the April 24 
issue of ADVERTISING AGE, Kenneth 
C. Watson was mentioned as di- 
rector of public relations. 

Mr. Watson’s name was included 
due to an error in the announce- 
ment. He has not been connected 
with the company for more than a 
year. 


Curtis Appoints 
S. R. Pentield 


Western Manager 


Philadelphia, 
ment 


May 4.—Appoint- 
of Samuel R. Penfield as 


announced today by the Curtis 
Publishing Company. Mr. Penfield, 
who succeeds William R. Boyd, re- 
signed, is in turn succeeded as 
Western manager of Ladies’ Home 
Journal by J. E. Davis. Mr. Davis 
is a veteran of the Curtis organiza- 
tion, having been with The Satur- 
day Evening Post for 14 years. He 
was originally on the staff of The 
Country Gentleman. 

Mr. Penfield has been with the 
| Journal since 1920. He covered the 
Michigan territory until 1928, when 
he was appointed Western manager. 


Lawler with Chamberlin 

J. Earle Lawler has joined Harold 
|S. Chamberlin & Associates, St. 
Paul, Minn., as account executive. 


Western manager at Chicago was | 


NBC Offers Summer 


Plan for Advertisers 

A “summer vacation” plan for 
sponsored programs has been put 
into effect for the first time by Na- 
tional Broadcasting Company, per- 
mitting sponsors to retain title to 
their air time. The plan is based 
on partial payment for time not 
used during summer intervals and 
will be based on such factors as pre- 
vious billing, extent of the layoff 
and the sponsor’s plans for fall. Va- 
cations are permitted up to 13 weeks 
for sponsors of more than one pro- 
gram and eight weeks for sponsors 
with only one program on the air. 

Columbia Broadcasting System 
recently announced a somewhat 
similar arrangement, known as the 
“hiatus plan.” The latter permits 
layoffs ranging from four to eight 
weeks without any charge. The 
extent of the vacation permitted de- 
pends on the number of stations to 
be used in the fall. 


Gotham Moves 

Gotham Advertising Company has 
moved to 2 West 46th street, New 
York. 


“Scribner's” to Suspend . 
Publication This Month 


A 52-year publishing career wij 


come to an end this month whe, § 


Scribner’s magazine suspends pub. 
lication due to insufficient working 
capital. 
sumed in the fall if Magazine Ags. 
sociates, Inc., is able to attract ney 
capital. 

Harlan Logan Associates too: 
over operation of the magazine fro, 
Charles Scribner’s Sons in 1938. 4 
few months ago control was as. 
sumed by Magazine Associates, ;, 
which the Scribner Company is ; 
major stockholder. 


Strubing Joins Compton 

John K. Strubing, Jr., former| 
with Rohrabaugh & Gibson, Phila. 
delphia, has joined Compton Adver. 
tising, New York, as account ex. 
ecutive. 


Appoints Boyd 

Essex County Building and Loar 
Association, Bloomfield, N. J., he 
appointed J. Clement Boyd, Inc 
Montclair, N. J., as its agency. 


NOW LET THE FARMERS DAUGHTER TELL 


Debutantes? Guess again! May we introduce (left to right) Shirley 
Mills, Illinois; Jeffie Poland, Louisiana; and Barbara Beebee, lowa— 
at lunch in Chicago's Hotel Stevens. All three are farm girls, present 


at a recent 4-H Club Congress in Chicago. They read The Count 
Home Magazine and are representative of the 500,000 who attend the 
Club's charm schools each year. 
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Advertisers’ Vast 
Investment at Fair 
Provides Good Show 


(Continued from Page 1) 
sound sets to explain what is seen. 

The Chrysler corporation ex- 
hibit is another to make the mid- 
way moan. Here visitors can view 
the resurrection of such historical 
-haracters as Lady Godiva, Buffalo 
Bill, and George Washington, all of 
whom are shown by means of “illu- 
-ion boxes” changing from primi- 
tive conveyances to latest Chrysler 
models. 

The third auto manufacturer rep- 
resented at the fair, Ford Motor 
Company, keys its exhibit to the 
materials from all over the world 
that make up a car. More than 100 
‘nimated puppets go through the 
motions of preparing these mate- 


rials for use 
world. 

The rubber industry is repre- 
sented by B. F. Goodrich Company 
and Firestone Tire & Rubber Com- 
pany. Goodrich devotes most of its 
exhibit space to a variety of tests 
and demonstrations to prove that the 
modern automobile tire is practi- 
cally indestructible. Firestone, in 
addition to a model tire factory, 
features agricultural uses of rubber. 


in the automotive 


Many Cooperative Exhibits 


So varied are the exhibitors that 
even Consumers Union is repre- 
sented with a display in the Con- 
sumers Building. 
standing of the many cooperative 
industry exhibits is housed in the 
Hall of Pharmacy, presenting a 
streamlined soda fountain of the 
future without a sandwich in sight. 
The only drug store on the grounds 
is located in this building. 

Among the food exhibits is Stan- 


dard Brands’, with a vitamin to be | 


observed and not taken or absorbed. 


| daily routine. 


One of the out- | 


McCarthy and his gang, is another 
feature, along with energy testing 
machines, a model bakery and a 
coffee and tea bar. 

Borden Company has a building 
and dairy farm where cows ride a 
merry-go-round to be washed, 
dried, and milked as a part of their 
Beech-Nut Packing 
Company vies for attention with an 
electrically operated circus com- 
plete with wild animal acts and a 
calliope. 


Hot Dogs While You Wait 


How hogs become hams is shown 
by Swift & Co., whose exhibit in- 
cludes a glass-enclosed smoke house 
which actually turns out cured 
meat. A hot dog factory in opera- 
tion and a section where finished 
bacon is sliced and packaged are 
other points of interest. 

Among tobacco advertisers Gen- 
eral Cigar Company has an exhibit 
which combines selling with amuse- 
ment. Cigar-making machines are 
shown turning out finished pana- 


A marionette show, starring Charlie | tellas, while the entertainment end 
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PROMOTES RELATED PRODUCTS 
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OBELISK FLOUR © 


This display is part of a joint premium promotion plan being used in Southern 


50 COUPONS 


3 OR MORE OF THE BRANDS LISTED HERE 


OCTAGON SOAP PRODUCTS 


HEALTH CLUB BAKING POWDER 
SILVER COW evaporate MILK 
LUZIANNE COFFEE & TEA 
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YOU MUST HAVE COUPONS FROM 


OBELISK FLOUR 


- 


grocery stores for Octagon soap products, Borden's evaporated milk, Luzianne 


coffee and tea, Ballard's flour and Health Club baking powder. 


Consumers are 


offered a fruit or salad bowl for an assortment of coupons taken from at least 


three of the products included in this group. 


handling the 


is upheld by a tie-up with its sports’ 
page advertising which involves 
electric scoreboards to report inn- 
ing-by-inning results of major 
league baseball games. 

Johns-Manville Corporation has a | 
building in which visitors can learn 
how to make bedrooms out of attics 
and playrooms out of cellars. 
Model homes, complete with floor 
plans, demonstrate that homes can 
be built and owned for from $30 
to $90 a month. 

General Electric Company com- 
bines education with entertainment. 
In its two buildings, visitors can 
view a stage demonstration of the 
wonders of electricity which in- 
cludes a steel bar floating in mid- 
air, and man-made lightning leap- 
ing across a 30-foot arc. 


Daily Facsimile _ 
Newspaper Issued 
at New York Fair 


New York, May 3.—Radio Corpo- 
ration of America and the New| 
York Herald Tribune are publishing | 
a daily facsimile newspaper at the | 
World's Fair to demonstrate the | 
possibility of printing a paper in the | 
home by wireless impulses. 


The paper, 


Benton & Bowles, New York, is 
promotion. 


| issued thrice daily at the RCA ex- 


hibit, with the editorial department, 
composing room and radio equip- 
ment in full view of visitors. The 
experiment is the first in this area 
to be sponsored by a newspaper. 


Carries Interchangeable Fonts 


News material from the Associ- 
ated Press and from the Herald 
Tribune’s World's Fair bureau is be- 
ing used. Copy is printed on a Cox- 
head Vari-Typer, an electric self- 
justifying typewriter which carries 
interchangeable fonts of type, which 
are translated into sound impulses 
by RCA equipment. 

Ten halftone shades are possible 
in the process, and pictures lack the 
screening often noticeable in news- 
paper halftones. Photographs look 


more like etchings than the usual 
newspaper reproductions. 


SMART young miss—the modern 
farmer’s daughter! And why not? 
Charm schools are graduating a half 
million of her every year, schooled in the 
art of wearing clothes and make-up. 


The result? In a half million more 
farm homes each year dressing tables 
are cluttered with creams and cleansers 

.. mirrors and sewing machines work 
overtime . . . budgets are stretched to 
meet her new demands. Most important 
of all, the horizons of a half million farm 
families stretch, too, as they reach out 
with her for a richer, fuller life. 


Catering to this new farm freedom 


Lae 


born of a single generation—is The Coun- 
try Home Magazine. Brilliant, colorful, 
exciting, it is today’s oracle for the eager 
element in rural America. 


Have you seen the new Country Home? 
Pick up the May issue. Read the first 
paragraph of the smashing lead story— 
POLITICS TAKES THE PLOW—and see 
if you can put it down. It’s packed with 
dynamite! Then skip to the women’s 
section and you'll see why smart rural 
moderns use its pages to stay smart. 


And you'll see why more farmers 
SUBSCRIBE to The Country Home 
than to any other magazine ! 


“Country Home Magazine 


THE MAGAZINE OF FARM MARKET “A” 
THE CROWELL PUBLISHING CO., 250 PARK AVE., NEW YORK 
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YOU'VE FOUND YOUR MAN 


CAPABLE—ENERGETIC ... to assume charge of 
or fit into Advertising and Sales Promotion De- 
partment. 15 years of experience with large 4A 
Agency and as Advertising and Sales Promotion 
Manager of nationally known manufacturer. Com- 
plete advertising background including copy, lay- 
out, production and house organ. Creative and 
versatile .. . with a wide range of experience in 
modern merchandising and sales promotion. Age 
33... . Married. Available to start at once— 
move anywhere. 


BOX 1742, ADVERTISING AGE, N. Y. 
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Double Money Back 
Offer in Debut in 
Gasoline Field 


(Continued from Page 1) 


laboratory to be better than any 
commercial brand we could buy. 

“We bought a full barrel each of 
six popular competitive gasolines. 
The ten new formulas and the six 
competitive brands were placed in 
identical barrels and marked by 
numbers known only to our man- 
agement. 

“These 16 gasolines were tested 
identically by competent automotive 
engineers for 65 days, under all city 
and highway conditions in 92 per 
cent of the types of automobiles sold 
in America. 

“One gasoline stood out over all 
the rest, No. 8, which proved to be 
one of the ten new formulas. No 
other gasoline ever performed so 
astonishingly under all driving con- 
ditions. The engineers tested it again 
and again in all makes of cars to 
convince themselves that this dis- 
covery was indeed a reality. 

“Formula No. 8 is the new ‘AIl- 
Time Hi-Octane.’ We, therefore, 
guarantee that it will out-perform 
any other non-premium gasoline 
ever sold in the West or we'll give 
you double your money back.” 


Buyer Is Judge 


The guarantee included in the 
copy is unequivocal in its terms 
and is signed by Charles S. Jones, 
president of Richfield Oil, as well 
as the company’s secretary. 

Two color advertisements will 
help the company put the story over 
to newspaper readers. Outdoor 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc, 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


copy is a blow-up of the guarantee 
certificate featured in newspapers, 
though the second poster will adopt 
a different technique. The nightly 
broadcast of the Richfield Reporter 
over the NBC network will also 
spread the news. Magazines on the 
schedule include Argonaut, Motor 
Land, Script, Sunset, Washington 
Parent-Teacher and Westways. The 
agency is Hixson-O’Donnell Adver- 
tising, Inc. 


Crosley Expounds 
a New Theory 
of Merchandising 


(Continued from Page 1) 


company. This, he added, contrasts 
with reports of the high mortality 
among purveyors of automobiles, 
despite the manufacturers’ prosper- 
ity. 

Crosley hopes to avoid a similar 
situation in marketing the new car 
by entrusting its sale to selected 
distributors and dealers in the pres- 
ent organization. These will handle 
the car in addition to the products 
they now sell. 

Crosley is also expected to invite 
several established automobile deal- 
ers into its fold, although it will 
not permit them to specialize in this 
field alone. They will be required 
to learn about the appliance market 
also. The same practices will be 
applied to retail salesmen. Some 
will continue as at present; others 
who demonstrate their aptitude will 
add the Crosley automobile to their 
line, and still others will be re- 
cruited from the automotive field. 

Crosley further emphasized its bid 
for versatility this week in disclos- 
ing another new product, a low- 
priced candid camera, called the 
Press, Jr., using the 35 mm. or min- 
iature film. The camera is fitted 
with a reflector and socket for a 
synchronized flash bulb. It is priced 
at $7.95 complete. 


Opens New York Office 


Surgical Business, Newark, has 
opened a New York office at 369 
Lexington avenue. 


Now ts the time 
to break them in! 


Herne are 600,000 customers 
78% of high-school age, or 
older )—still foot-loose, so to 


speak, from a brand-preference 

standpoint ! 
They are the 

American Boy. 


readers of Tue 
During the re- 
mainder of their lives, they will 


tie and untie the laces on some 
57 million-odd pairs of shoes. 


Street shoes 
golf shoes 


. dress shoes... 
house-slippers ; 
57 million-odd pairs is a con 
servative estimate ! 
If vou would fill the bill these 
buvers will foot, turn their steps 


in your direction today. Now is 


the time to break them in. For 
the loyalties of youth harden 
into the habits of maturity, 
Shoes, socks, garters, rubbers, 
galoshes razors, soaps, 
lotions, brushes . . . hats, gloves, 
underwear, shirts . . . motor 
cars, tires, oil and _ batteries 
bought today are the seeds of 
sales tomorrow! July forms are 
closing. 


The A YOUTHS § COMPANION Boy 


DETROIT MICHIGAN 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


Index of Retail Activity in 80 Important | 


TitSt. Paul Daily News discontinued 


Castagnola Moves 
Castagnola Advertising Art has 


moved its studio to 15 W. 44th 


April 30, 


MONTREAL 


PrORONTC 


WINNIPEG 


(Copyright, 1939, by Advertising Publications, Inc.) 
seo HHI [| 
RETAIL ACTIVITY sn 
MAJOR MARKETS 
+15 compered with year 
1 Week-by-week 
+10 1 vaniation 
et 
i —_——— 
LAST ||| 
YEAR 7 
5 WA 
NY 
-190 
-1§ 
7 1 8 15 22 29 6 13 20 27 3 10 17 24 7 
—— ~ wad my v —— Ses 
JAN. APRIL MAY JUNE JULY 
% Gain % Gain 
17-Week 17-Week 17-Week or Loss or Loss 
Period Period Pericd 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City May 1, 1937 Apr. 30,1938 Apr. 29, 1939 1937 1938 Apr.30,1938 Apr. 29, 1939 Loss 
Fo et : 5,471,017 4,106,155 3,240,782 —40.8 —21.1 230,485 204,320 —l114 
cS Serer 3,276,347 2,812,551 2,712,618 —17.2 —3.6 202,691 225,724 +114 
MRCOG, BE ccccsicres 2,301,676 1,757,917 1,829,296 —20.5 + 4.1 112,623 133,630 +18.7 
DERUGR, GE. ccc cscnccrs 5,092,710 4,861,416 ; 469,464 +7.4 +12.5 288,218 357,588 +24.) 
Baltimore, Md. ....... 7,476,796 7,251,281 6,940,817 —7.2 —4.3 458,061 463,664 +12 
Birmingham, Ala. 4,138,946 4,120,424 4,157,916 +0.5 + 0.9 286,244 251,104 —12,3 
Boston, Mass. ........ 6,702,272 6,193,220 6,251,433 —6.7 +0.9 402,741 385,729 4! 
Bridgeport, Conn. 3,134,544 2,909,060 3,030,296 —3.3 + 4.2 186,256 95,888 +6.2 
eee, Bes Be cn ssddece 5,887,406 5,418,434 4,988,326 —15.3 —7.9 365,568 332,542 —39.0 
a mee 1,224,391 1,231,827 —5.3 + 0.6 79,322 85,206 +74 
Cedar Rapids, Ia. ..... 1,681,204 1,520,722 1,559,654 —7.2 + 2.6 106,428 119,924 +12 
Charleston, W. Va..... 3,648,134 3,648,595 3,289,937 —9.8 —9.8 286,776 202,125 —29, 
Chattanooga, Tenn 2,055,092 1,989,667 2,462,453 +19.8 + 23.8 124,436 149,337 + 20.0 
oe are 11,196,417 10,643,642 9,780,531 —12.7 —8.1 694,274 675,516 —27 
Cincinnati, OF. ..cccoee 5,724,953 5,136,715 5,203,482 —9.1 +1.3 283,555 298,337 +5. 
Cleveland, O. ........- 6,962,112 6,040,656 5,084,008 —19.8 —7.6 289,861 359,890 = 243 
Cee, GR ceavtaces 4,670,787 4,155,262 4,389,969 —6.0 + 5.6 253,243 301,784 +19.2 
Renee, “ROU «a envecace 7,084,898 6,981,169 6,885,917 —2.8 —1.4 469,192 424,951 —9.4 
Davenport, Ia. ........ 3,244,018 3,170,366 2,988,614 —7.9 —5.7 176,540 189,000 +71 
Beene, Gh cance seseven 5,091,946 4,370,572 4,352,546 —14.5 —0.4 291,102 318,010 +92 
SPV G, GIOUO. cectensue 3,294,685 2,965,940 2,981,878 —9.5 + 0.5 181,871 263,539 + 44,5 
Des Moines, Ia. ....... 2,162,315 2,154,414 2,118,055 —2.1 —1.7 124,893 147,526 +18.1 
Deeraee, BEM, vcnsaaee 7,443,052 5,946,242 6,463,174 —13.2 + 8.7 369,360 414,163 +12.) 
Be. . .: Srerererr 3,395,221 3,391,835 3,339,182 —1.7 —1.6 198,208 247,226 +247 
ok wis céeweeesanenes 2,828,288 2,975,458 3,057,558 +8.1 +2.8 200,858 193,998 —3.4 
Fall River, Mass. ..... 1,150,036 1,043,660 1,085,462 —5.6 + 4.0 72,980 74,774 +2. 
WUE, MIGR. vi csccvsiss 2,836,918 2,352,308 2,668,168 —6.0 +13.4 120,484 170,772 +41. 
Fort Wayne, Ind. ..... 3,907,120 3,554,278 3,423,693 —12.4 —3.7 279,244 209,944 —24. 
i; Be. cess 00ea0we 2,379,097 1,842,516 1,823,035 —23.4 —1.1 161,079 161,711 +04 
Grand Rapids, Mich. ... 3,513,832 2,880,794 2,825,264 —19.6 —1.9 205,072 194,894 —i.( 
Coreen varems Gs Gs sceaes 2,183,833 2,014,595 2,049,324 —6.2 +1.7 113,372 117,233 3.4 
re 5,202,596 5,281,190 5,357,020 +3.0 +1.4 386,120 467,430 +21 
Indianapolis, Ind. ..... 5,985,644 5,172,504 5,170,422 —13.6 —0.1 302,750 346,822 +14. 
Jacksonville, Fla. ..... 2,930,172 2,842,079 2,919,112 —0.4 +2.7 196,434 195,384 —O. 
seracy City, NW. dg. occa. 779,184 674,336 683,722 —12.3 +1.4 39,545 48,390 +224 
Kansas City, Kans. 863,548 865,214 $33,322 —3.5 —3.7 64,659 62,636 _ 
Knoxville, Tenn. ...... 3,239,124 3,355,590 3,418,686 +5.5 +1.9 187,642 212,114 +13 
Little Rock, Ark. ..... 3,089,800 2,924,560 2,932,188 —5.1 +0.3 206,668 223,426 +8 
Los Angeles, Cal. ..... 8,360,740 7,527,014 8,208,169 —1.8 +9.0 420,796 445,099 +5. 
Oa. ee A eee 4,988,660 4,712,829 4,653,544 —6.7 —1.3 265,769 311,907 +174 
Lively BE ccdneesece 3,189,340 2,615,046 2,695,394 —15.5 +3.1 180,642 196,028 +8. 
Manchester, N. H. 1,119,936 1,268,162 1,248,862 +11.5 —1.5 62,340 62,032 —0.) 
Memphis, Tenn. ...... 3,784,52 3,616,690 3,749,886 —0.9 +3.7 225,890 244,062 +8 
ttMilwaukee, Wis 5,863,632 6,002,355 4,745,610 —19.1 —5.1 293,285 225,016 —23.! 
Minneapolis, Minn. 5,014,726 4,451,525 4,512,168 —10.0 +1.4 298,041 284,928 —4! 
Moline-Rock Island 2,916,774 2,905,154 2,606,604 —10.6 —10.3 193,270 184,688 4. 
New Bedford, Mass. 1,105,454 1,008,840 979,230 —11.4 —2.9 55,804 60,942 +9. 
New Haven, Conn. 3,173,414 2,967,930 2,948,050 —7.1 —0.7 203,546 201,362 —1) 
New Orleans, La. ..... 6,569,843 6,057,372 6,292,234 —4.2 +3.9 398,694 378,566 —) 
Tarew BOGE, Me Be ceases 22,373,738 19,944,195 19,456,332 —13.0 —2.5 1,233,464 1,243,339 +0. 
tBrooklyn, N. Y. ...... 2,365,227 1,748,762 1,358,613 —42.6 —22.3 109,004 86,901 —20.: 
a See 2,992,192 2,931,992 3,050,712 +2.0 + 4.0 149,688 183,932 +22 
Gu, CM, scea dees 2,542,639 2,379,221 2,491,320 —2.0 + 4.7 131,424 145,981 +11. 
ttOklahoma City, Okla. 3,923,514 3,868,004 3,286,010 —16.3 —15.1 274,302 408,870 +49. 
Peeees it te svaeue neds 3,811,801 3,354,370 3,533,567 —7.3 +5.3 244,896 233,912 4 
Philadelphia, Pa. ...... 10,204,395 8,729,240 9,137,934 —10.5 +4.7 510,354 593,356 +16! 
Phoenix, Ais. ..ccscis 2,418,444 2,689,146 2,447,648 +1.2 —9.0 153,636 146,496 4 
Pittsburgh, Pa. ....... 8,618,386 4 048,762 6,656,505 —22.8 —5.6 426,664 404,012 —. 
PortianG, OF@. .cscccse 4,057,456 3,705,414 4,118,501 +1.5 +11.1 260,806 273,322 +4: 
Reading, Pa. .......... 3,586,912 3,243,103 3,275,145 —8.7 +1.0 234,794 247,810 +5 
Richmond, Va. ........ 4,202,828 3,969,364 4,153,086 —1.2 + 4.6 254,030 296,128 +16. 
§Rochester, N. Y. ..... 5,990,886 4,698,340 4,899,907 —18.2 + 4.3 303,162 321,994 +6. 
Sacramento, Cal. ..... 2,857,057 2,511,184 2,705,094 —5.3 +7.7 171,472 177,478 +3 
San Antonio, Tex. 2,245,873 2,043,456 2,333,427 + 4.0 +14.2 168,391 169,474 +0 
San Diego, Cal. ....... 4,715,152 3,980,120 4,061,548 —13.9 + 2.0 254,982 320,474 +25. 
San Francisco, Cal. ... 5,325,053 5,051,557 5,357,141 +0.6 + 6.0 302,889 323,493 +6 
Seattle, Wash. ........ 3,454,100 3,006,428 3,580,206 + 3.7 +19.1 199,010 285,558 +45 
**South Bend, Ind. . 3,165,909 2,357,044 1,769,121 — 44.1 —25.0 162,692 113,279 —30 
§§Spokane, Wash. 2,483,166 2,360,624 2,197,608 -11.5 —6.9 137,410 121,044 —l 
as MON, BEOh chee veees 6,523,525 6,066,060 5,976,115 -—8.4 —1.5 412,635 416,205 +0 
*77St. Paul, Minn. ..... 4,116,380 4,204,962 3,403,781 —17.3  —19.1 242,467 228,823 —: 
Syracuse, N. Y. ....... 3,909,404 3,438,174 4,005,953 + 2.5 +16.5 232,351 261,870 +12 
*Tacoma, Wash. ...... 2,154,564 1,943,858 1,966,550 —8.7 +1.2 153,986 106,104 —31 
0 2,137,020 2,075,752 2,197,874 +2.8 + 5.9 144,130 155,288 +1 
Toronto, Ont., Can. 7,033,905 5,857,563 5,507,834 —21.7 —6.0 380,749 362,800 — 
oo. SS Pere 1,408,918 1,296,974 1,348,510 —4.3 + 4.0 90,594 107,898 +13 
 -—) SIP 3,148,172 2,981,140 2,925,132 —7.1 —1.9 196,532 186,648 _ 
Washington, D. C. 12,192,202 10,900,218 10,827,623 -11.2 —0.7 665,268 662,698 — 
"" Worcester, Mass 3,888,801 3,690,524 3,434,084 ~11.7 —7.0 260,904 240,889 —i 
Youngstown, O. ...... 3,090,814 2,588,435 2,339,578 —24.3 —9.6 140,178 146,741 +4 
quiet — = m nai, an a —_ 
Total 350,351,527 317,346,631 315,940,761 —9.8 —O0.5 20,199,796 20,993,698 +t 
fAkron Times-Press discontinued Aug. 28. 1938. 
tNew York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937 
§Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. 
**News-Times discontinued Dec. 28, 1938 
ttMilwaukee News discontinued Jan. 14, 1939. 
trOklahoma News discontinued Feb. 24, 1939. Linag« week ended April 29, 1939, includes anniversary edit 
"Worcester Post discontinued Oct 1, 1938. 
§§Spokane Press discontinued March 18, 1939 
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rates for this d 


Tp Wanted,” “Pos tions 
“Representatives Available, 
cash with orde 


artment are as 
Wanted,” 
30 cents a line, 


fellows: 
“Representatives Wanted.” and 
rme 


minimum charge $1. Te 


r. 
‘ssifications (single insertion rates): % in., $2.75; 1 to 3 ta. 
gate nes tach. Write for descriptive folder describing discounts for term 


insertions. 


POSITIONS WANTED 


HELP WANTED 


Executive salesman seeks association 
with manufacturer desiring New 
England or Eastern Seaboard repre- 
sentation. a 

sentat33, ADVERTISING AGE, N. Y. 


man, 23, with 2 years experi- 
ae none and layout for industrial 
_dvertising and sales catalogs wants 
iob with greater possibilities. Ambi- 
tious, intelligent and not yet expen- 


oe 1744, ADVERTISING AGB, Chego. 


Competent writer and research worker, 
thorough. accurate and dependable, 
seeks permanent connection. 

tox 1747, ADVERTISING AGE, N. Y. 


ency Production Man—15 years of 
caperienes with both agencies and 
printers—complete practical knowl- 
edge all mechanical problems, typog- 
raphy, engravings, printing, etc. Can 
either take full charge of department 
or assist. Dependable and accurate— 
best of references, including present 
employer. 32, married. Reasonable 
als to start. 
lary {3. ADVERTISING AGE, Chgo. 


ADVERTISING MAN AVAILABLE 
Desires to locate with manufacturer 
or agency. Thorough background of 
ereative advertising including copy, 
avout and production experienve. 9 
vears with leading agency, 5 years as 
\dvertising and Sales Promotional 
Manager of national advertiser. Alert 
to sales promotional ideas. Age 32— 
Married. Will move anywhere. 

Box 1749, ADVERTISING AGE, Chgo. 


Reliable young woman thoroughly ex- 
perienced sales promotion, advertising, 
direct selling, interested sales work in 
Chicago. Excellent references. Small 
salary to begin. 

Box 1750, ADVERTISING AGE, Chgo. 


EDITORIAL OR PRODUCTION 


Experienced writer, editor, copy- 
reader, make-up, production, rewrite, 
features, copy, ideas, etc. Know type, 
engravings, letterpress, gravure. Mar- 
ried, 38, Christian, reliable. Part or 
full time. Moderate salary. 

Box 1751, ADVERTISING AGE, N. Y. 


TO NEW YORK CITY TRADE PAPER 
PUBLISHERS—If your circulation is 
causing you to have dizzy spells and 
spots before your eyes I can help you. 
Considerable experience in building 
quality circulation— making market 
surveys and doing all the chores ex- 
pected of a well trained circulation 
manager. I will be glad to show you 
what I can do at a salary that won't 
be too much of a shock to anemic 
budgets. 

Box 1752, ADVERTISING AGE, N. Y. 


AN INDUSTRIOUS YOUNG MAN now 
employed in advertising department 
of publishing house can offer a thor- 
ough knowledge of technical side of 
advertising desires a position in 
agency, company department, or pub- 
lishing house. 

Box 1754, ADVERTISING AGE, Chgo. 


Woman with successful selling record 
desires to line up with trade paper. 
Competent to take full charge or sell 
space. More interested in making con- 
nection with good publication where 
[ can show my worth than in imme- 
liate compensation. Best references 
furnisned, 


Box 1756, ADVERTISING AGE, Chgo. 


BEGINNER WANTS DIRECT - MAIL 
JOB. Trainee, 24, evening college ad- 
vertising student, sales correspond- 
ence experience, will accept any posi- 
tion connected with Direct-Mail, New 
York Metropolitan area. 

box 1757, ADVERTISING AGE, N. Y. 


Advertising salesman with real ex- 
perience and success in selling space 
in hardware trade papers. Please give 
full particulars. 

Box 1731, ADVERTISING AGE, Chgo. 


Man efficient and capable to assist in 
promotion of Company manufacturing 
highest quality cosmetics. Selling 
their merchandise by National Adver- 
tising, through contest plans. Liberal 
commission to real producer, together 
with executive position with the Com- 
pany when financing program has 
been completed. Write 

Box 1745, ADVERTISING AGE, Chgo. 


Salesman— 

Man to sell and contact agencies for 
Color Photographer. See Glenn Lain- 
son, Hotel St. Clair, Chicago. 


ACCOUNT EXECUTIVES ASSISTANT 
Busy central Ohio ten man agency 
needs young man capable getting 
things done, experienced in selling, 
direct mail, publication advertising, 
copy writing, publicity, promotion. 
Christian. College Graduate. Write 
complete selling letter. 

Box 1755, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 


Publishers Representative now han- 
dling two well established trade pap- 
ers can take on an additional paper 
requiring representation from a Cleve- 
land headquarters. 

Box 1746, ADVERTISING AGE, Chgo. 


Advertising Salesman; fine record; 
years of experience, New York, New 
England, Penn.; available June 1. 

Box 1753, ADVERTISING AGE, N. Y. 


FOR SALE 


40 tray steel cut-cabinet 12”x36"x72”; 
capacity 17,000 sq. in. Bargain, $26. 
512, 43 East Ohio St., Chicago. 


MISCELLANEOUS 


NEW WAY TO SAVE MONEY! 
Even tho your budget is extremely 
limited, spend it effectively. Utilize 
this newest process which does away 
with expensive typesetting and cuts!! 
Perfect process for all sorts of pic- 
torial advertising, literature, sales 
letters, price lists, catalogs, booklets, 
bulletins, broadsides, etc., ete. 

Short runs no penalty. 
Any size can be furnished. 

500 COPIES (8%4"x11") $2.63 
Additional hundred copies only 22c 
Even lower prices to quantity buyers. 
Send for free informative book. 
Laurel Process, 480 Canal St., N.Y. C. 
Just phone WALKER 5-0527, if you 
are in New York City and Metropoli- 
tan Area. A trained representative 

will give you complete details. 


LETTERS—LISTS—REPORTS 


Sales letters that “tell & sell” com- 
posed to fit F.T.C. regulations. Mailing 
lists (new) compiled to fit sales-plans. 
Special personal reporting service on 
any Washington activity, statistical 
or representative. Write for valuable 
information No. 47. Executives Pro- 
motion Service, Washington, D. C. 


Send $2.00 for 25 different printed 
forms used by adv. agency, PLUS 2 
used job env. with contents showing 
how agency charged clients for work 
and materials. A. G. Fegert Adver- 
tising & Editorial Service, 163 W. 
Harrison St., Chicago, Il. 


a 


ing costs, 


Write or 
today! 


FREE IDEA KIT 
FOR PRINTING BUYERS 


New portfolio just released by Rapid 
Copy offers money-saving information 
about savings through PLANO. 
GRAPHY, 


A 


0 


the modern way to cut print- 
phone for your free copy 


~— 173 W. MADISON ST. 
| Phone STAte 5977 
CHICAGO 


SERVITE LO. 


NBC Announces 
Several Shifts in 


Executive Setup 


New York, May 2.—All depart- 
ment and division heads will hence- 
forth report to Niles Trammell, 
executive vice-president of the 
National Broadcasting Company, ac- 
cording to an announcement by 
Lenox R. Lohr, president. Appoint- 
ment of A. H. Morton, formerly 
vice-president in charge of NBC 
owned and operated stations, as 
vice-president in charge of tele- 
vision, was also announced. Other 
personnel changes include: 

Appointment of William  S. 
Hodges as vice-president in charge 
of a newly created station relations 
department which includes’. the 
managed and operated stations de- 
partment, traffic department, de- 
velopment and research and na- 
tional spot saies office; Clayland T. 
Morgan, head of the publicity de- 
partment, becomes assistant to the 
president for special public rela- 
tions and institutional assignments; 
Frank E. Mason becomes vice-presi- 
dent in charge of a newly created 
department of information. 

Sidney Strotz, formerly assistant 
to Mr. Trammell in Chicago, has 
been named manager of the Central 
Division. 


R. E. BENNETT PASSES 


Binghamton, N. Y., May 2.— 
Ralph E. Bennett, vice-president 
and general manager, Binghamton 
Press, died at his home here April 
30 of a heart attack. He was 67 
years old, and had been ill for a 
fortnight. He was president of the 
New York State Associated Dailies 
in 1936. He was on the staff of the 
Press from its inception in 1904. 


J. V. ROGERS DEAD 

New York, May 3.—James Vin- 
cent Rogers, 39, member of the na- 
tional advertising staff of the Chi- 
cago Tribune, died here yesterday. 
Mr. Rogers came here 13 years ago 
after serving six years in Chicago. 
A widow, a son and a daughter sur- 
vive. 


PUBLISHER DIES 


New York, May 3.—James M. 
Thacker, president of Laundry Age 
Publishing Company, died here yes- 
terday following an operation last 
week. He was 50 years old. He be- 


came sole owner of the company in 
January, 1938, and was with the 
firm since its inception in 1921. 


MAIL EXPERT TAKEN 


New York, May 2.—Charles M. 
Rimes, a pioneer in direct mail ad- 
vertising, died at his home in Moun- 
tain Lakes, N. J., April 30 at the 
age of 77. He was direct mail man- 
ager of Gimbel Brothers, New York 
department store, for 30 years until 
his retirement in 1932. He served 
previously with Mandel Brothers, 
Chicago, and Hale Brothers, San 
Francisco. 


O. F. WOOD DEAD 


New York, May 2.—Otis F. Wood, 
head of Wood Newspaper Syndi- 
cate, died here yesterday at the age 
of 71. He was a brother of Henry 
A. Wise Wood, former chairman of 
Wood Newspaper Machinery Corpo- 
ration who died April 9. 


D. F. KELLER PASSES 

Chicago, May 2.—Daniel F. Keller, 
70, founder of D. F. Keller & Co., 
printer and designer, died here last 
week of pneumonia. He was an 
early advocate of white space, and 
stressed design as a vital element in 
all printed matter. 


Discuss Agency's View 

A discussion of the advertising 
agency’s responsibility under the 
Wheeler-Lea act and a review of 
litigation instituted under the act 
are featured by National Better 
Business Bureau, New York, in the 
first supplement to its “Guide to 
National Advertising.” 


Simpson with Coleman 


Gordon Simpson, formerly with 
the Los Angeles office of Life, and 
previously with Simpson-Reilly, 
has joined W. F. Coleman, magazine 
publishers’ representative. He will 
divide his time between Los An- 
geles and San Francisco. 


Hichborn Gets New Post 


Paul Hichborn has been appointed 
to the newly created position of 
sales promotion manager of Browne 
Vintners Company, New York. He 
was formerly divisional sales man- 
ager of General Electric Company. 


Wick Joins Goodyear 

Albert H. Wick, formerly with 
Felz Art Studios, Toledo, has joined 
the art staff of Goodyear Tire & 


Rubber Company, Akron. 


Promotion Linage 
for April Slightly 
Ahead of March 


Chicago, May 4.— Promotional 
linage in the advertising press held 
at an even keel during the months 
of March and April, and continued 
somewhat below the 1938 levels 
during those months, according to a 
study released here today. 

During March a total of 206,024 
lines of promotional advertising ap- 
peared in the advertising press, 
compared with 223,300 lines in Feb- 
ruary, and 250,068 lines last March. 
Newspapers continued the largest 
users of space, accounting for 58,884 
lines, or 28.6 per cent of the total. 
Magazines were in second place 
with 33,642 lines or 16.3 per cent of 
the total, and radio third with 28,- 
322 lines, or 13.7 per cent of the 
total. 

In April a total of 242,158 lines 
of promotional copy appeared, com- 
pared with 206,024 in March, and 
248,262 last April. Newspapers used 
69,804 lines, or 28.82 per cent; mag- 
azines, 45,696 or 18.87 per cent; ra- 
dio, 31,780 or 13.12 per cent; busi- 
ness papers, 19,600 or 8.09 per cent; 
farm papers, 17,080 or 7.05 per cent. 

The individual records of the 
publications upon which this tabu- 
lation is based are as follows: 


Lines 


ADVERTISING AGE (w) 80,696 80,122 
Advertising & Sell- 

2 | eee 20,860 27,664 
Printers’ Ink (w)... 37,646 32,564 
Printers’ Ink Monthly 15,162 17,010 
Sales Manage- 

ment (sm) ...... 28,490 64,988 
Tae SS id sansees 23,170 19,810 


Commercial Moves 


Commercial Advertising Agency, 
Chicago, has moved to 600 S. Michi- 
gan avenue, Chicago. 


Agency Changes Name 


Meek & Wearstler, Youngstown, 
O., agency has changed its name to 
Wearstler Advertising, Inc. 


(Yeti Rubber Cmont 


An Asset to the Graphic Arts 

'  Professions-Nationally Used 

3 Grades - Light-Medium and 
Heavy- $2 Per Gal. Post Paid 

S.S. RUBBER CEMENT € 
3438 NO. HALSTED ST 


CHICAGO, ILL 


Let us show you some actual “Tear- 
Sheets’’ of reproductions from fine engrav- 
ings used in newspaper advertisements 
produced by FAITHORN through our 

NEW etching process .. . You cannot 


afford to ignore this latest and modern 

way to improve the QUALITY of your 
plates. We insist that to sacrifice QUALITY 
for a cheap price is FALSE economy. 

At the same time, we always endeavor 

to produce QUALITY — at the most 
reasonable cost. This is what we term 
TRUE economy. Let's get together now. 


: zg ‘ ey : Aes. 


-FAITHORN CORPORATION 
AD-SETTERS - PRINTERS - ENGRAVERS | 
($04 SHERMAN STREET, CHICAGO. WABASH 7820 — 
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ADVERTISING AGE 


Stress Necessity 
for Action Against 
Advertising’s Foes 


New York, May 4.—The problem 
of what to do about destructive 
criticism of advertising and adver- 
tised products came to the fore here 


again this week when the Sales 
Executives Club sponsored a dis- 
cussion of the subject in which} 


Clarence Francis, president of Gen- 
eral Foods Corporation, Thomas A. 
Beck, president, Crowell Publishing 
Company, and Mrs. Anna Steese 
Richardson, director of the latter’s 
consumer division, occupied feature 
roles. 

Before a record attendance of 500 


Pick all VHREE roses 


ON THE 


—— and guests, the speakers 
urged immediate action on the part 
| of all business to answer the critics 
|of advertising. All those present 
| were asked to join in a concerted 
|}campaign to tell consumers the 
| truth about advertising. 

Mr. Francis, serving as chairman, 
declared that it is time to “quit 
fooling,’ and to “determine facts 
and do something about them.” He 
asserted that opposition to advertis- 
ing both from consumers and self- 
appointed crusaders stems from 
ignorance, and that a program to 
present the simple facts to the pub- 
lic is vitally needed. He character- 
ized the efforts of critics as “tearing 
down the barn just to get rid of 
some of the rats.” 

Describing her work in combat- 


OREGON STEM! 


GQoon THINGS come in threes out in this big, 
productive country. That’s true of the market itself. 


Mark well its three 
land, which delivers 


important divisions. No. 1 is Port- 


40% of the market’s total retail 


sales. No. 2 is the Suburban market (40-mile radius) 


which accounts for 21%. No. 3 is the balance of the 


market with another 


39%. 


If you would reap maximum sales, then, it’s necessary 


to sell all three of these lusty, responsive divisions. 
And that’s not as difficult as it sounds. 


For one newspaper .. . the market's largest newspaper 
both daily and Sunday ... The Oregonian —turns this 


trick at a surprising 


economy of cost. The Oregonian, 


and only The Oregonian, provides the balanced coverage 


which sells the entire market. 


THE OREGONIAN 


ting anti-advertising propaganda 
during the past five years, Mrs. 
Richardson outlined the scope of 


the problem now facing all adver- 
tisers. She referred to a Chicago 
meeting where 200 members of a 
woman’s club were told by a 
speaker who was neither a trained 
nurse, nor a pharmacist, nor a phy- 
sician that the use of nose drops in 
the care of children is largely re- 
sponsible for sinus trouble in later 
years. 

Such false propaganda is believed 
even by sensible members of organ- 
ized groups, she declared, because 
it is uttered by leaders of these 
same groups. 

Mr. Beck minced no words in 
blasting the “self-appointed censors 
and know-it-alls’” who are the real 


people who are “fooling the public.” 
He outlined an advertising cam- 
paign which Crowell will launch in 
its four publications this month to 
answer false charges about adver- 
tising. 


Industrialists Aid Drive 


Ads in the series will consist of 
interviews by Mrs. Richardson with 
such business leaders as Mr. Fran- 
cis; W. S. Knudsen, president of 
General Motors Corporation; A. W. 
Robertson, chairman of Westing- 
house Electric & Mfg. Company, and 
Sydney G. McAllister, president of 
International Harvester Company. 

This campaign, he declared, con- 
stitutes “only a spit in the ocean.” 
He urged that similar efforts be 
undertaken on a wider scale. 


Note how Oregonian circulation parallels the sales 
curve: 44% is in Portland, 28% in the 40-mile radius, 


28% in the balance of the market. 


Use this geared-to-the- 


Market circulation to do the complete job at lowest cost. 


Pick all three roses at one picking! 


OREGONIAN LEADERSHIP INCREASES! 


Publishers’ statements for 6 months period ending Sept. 30, 
1938, show Portland newspaper circulations as follows: 


DAILY SUNDAY 
The Oregonian . .111,451 The Oregonian . 147,450 
The Journal . .101,018  TheJournal . . 107,703 
News-Telegram. 55,951 


The Oregonian leads by 10,433 daily, and by 39,747 Sunday. 


PORTLAND, OREGON 


PAUL BLOCK AnD ASSOCIATES 


National Representatives 


WEW YORK + CHICAGO + BOSTON + DETROIT + PHILADELPHIA 
CINCINNATI - SAN FRANCISCO + LOS ANGELES + SEATTLE 
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Ready for Winter 
with Heater Copy 


(Picture on Page 31) 


Chicago, May 4.—Jumping the 
gun by several months, Stewart- 
Warner Corporation today  ap- 


nounced completion of its fall aqd- 
vertising plans for the South Wing 
auto heater, following a ‘“‘schoo]” 


| tors’ representatives. 
Company spokesmen said that 
auto heaters in showing a sales in- 
crease for 1938 and that the com- 
pany is determined to continue this 
upward trend. Campaign plans in- 
clude a 13-insertion schedule of ful] 
and half pages in two colors in Col- 
lier’s, Country Gentleman and The 
|Saturday Evening Post, with first 
copy appearing Oct. 21. There wil! 
also be an extensive program of 
direct mail and cooperative news- 
paper copy, the latter on a basis yet 
to be determined. MoToR and 
Super - Service Station are being 
currently used to build dealer in- 
terest. 

These plans were comprehen- 
sively outlined to the distributors’ 
men during last week’s “school”’ by 
Fred Cross, Stewart-Warner adver- 
tising director and Allen B. Dicus, 
of the company’s agency, Hays 
| MacFarland & Co. 
| 


Study Display Techniques 


They provided a climactic point 
to previous sessions devoted to 
| studying the actual manufacture of 
the heater and during which the 
distributors’ men were given a 
chance to don overalls, get into 
ithe factory and really see what 
|makes the South Wind work and 
why. In addition to receiving de- 
tailed information on copy plans 
for fall, distributors’ representatives 
were also given intensive instruc- 
tion in the art of window display. 
This instruction was included on 
the premise that distributors can 
aid both dealers and the company 
in helping the former to effectively 
merchandise his products. 

Distributors paid traveling ex- 
penses of the visitors with Stewart- 
Warner footing the bill for “tuition” 
and expenses for the stay in Chi- 
cago. 

South Wind copy for fall bears 
some variation from the theme used 
last year, principally in omission of 
the word “gasoline.” Company of- 
ficials point out that while there is 
no question as to the heater’s safety 
—it is listed by Underwriters’ Lab- 
oratories—there was a_ psycholog- 
ical barrier created in many pros- 
pects’ minds when they learned that 
gasoline was used for fuel. 

Copy this season will read, 
“Burns fuel from carburetor in 
patented sealed chamber.’ Empha- 
sis will also be given its quick 
heating properties with the claim, 
“It heats hot in 90 seconds.” Pho- 
tographic illustrations will show 
the quick and pleasant change en- 
joyed by motorists stepping out of 
a blizzard into a car equipped wit! 
a South Wind. 


Enters Television 


Stewart-Warner officials also con- 
firmed the company’s entry in tele- 
vision this week -after a consider- 
able period of experimenting. F. A 
Hiter, general sales manager, said, 
“Stewart-Warner television receiv- 
ing sets will be manufactured 45 
the television market and consume! 
|}demands develop. These two fat- 
‘tors are highly unpredictable an¢, 
despite varying reports to the con 
trary, television is still in the stages 
of development.” 

Stewart-Warner’s set will sell for 
around $175 It has been con 
structed according to specification 
agreed upon by the Radio Manufat- 
turers Association and __ includes 
equipment making standard broad- 
cast reception available at all times 


Joins “Star” 


Oscar Molomot has joined th 
promotion department of The Mi? 
neapolis Star. 


held here last week for distriby- § 


the South Wind was alone among J 
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SALESMEN DISCOVER SURREALISM 


. a | ‘ ; 74 


These ghostly hatracks appeared in the lobby of Mills Novelty Company, Chi- 
cego, the first day following the start of a $4,000,000 sales drive. Articles on the 
hetracks indicated with eloquent symbolism the relative positions of the four 
competing divisions, ranging from a bouquet of roses to the familiar bathroom 
It was easy for the salesmen to understand which ranked higher, but 


they had to be told that this was only one version of surrealism. 


PROPER ATMOSPHERE 
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Rh ry - ox: PARADE: 


ory of railroad progress during the 

years is conveyed to prospective 
to the New York fair by means 
one-sheet poster, produced by 
Forbes Lithograph Company. 


ge insertions in New York newspapers greeted eager consumers who have 
heard much about television, offering them receivers coincident with inaugura- 


tion of regular visual broadcasts from the World's Fair. (Story on Page 6.) 


Eskimo summer apparel in the “world of tomorrow’ 


Discussing the 1939 convention of the 
National Industrial Advertisers associa- 
tion are Charles McDonough, Combus- 
tion Engineering Corporation; Robert 
Barbour, Bakelite Corporation, new pres- 
ident of the Technical Publicity Associa- 
tion, New York; and Thomas A. Bailey, 
Thomas A. Edison, Inc., president of the 
Industrial Marketers of New Jersey. 


ENSEMBLE STORY 


Cluett, Peabody & Co. helps dealers 
merchandise Arrow shirt and tie en- 
sembles by means of this new curved 
walnut display, which is finished to har- 
monize with store interiors. The unit was 
designed and manufactured by Kay 
Displays, Inc. (Story on Page |.) 


ADVERTISERS RECOGNIZE LURE OF S.A. 


- 


was the theme of Carrier Cor- 
poration’s presentation at the opening of the New York fair, with the dramatization 
built around these ten igloo beauties, who are shown here with Jim Little of Charles 
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This copy won't appear until balmy days ahead are just a pleasant memory, but 

Stewart-Warner Corporation is ready now with an increased magazine campaign 

for its South Wind auto heater. This full page copy scheduled for The Saturday 

Evening Post in November varies from the theme used last year. Omitting the 

word “gasoline” this year, copy will read, ‘Burns fuel from carburetor in pat- 
ented sealed chamber.’ (Story on Page 30.) 


THE SUN NEVER SETS ON J-W-T 


As immaculate as the one on Park avenue or Michigan boulevard is this cool 

looking reception room of J. Walter Thompson Company, Eastern, Ltd., in its 

Bombay office. The one variation, perhaps is the “sergeant at arms,’ whose 

uniform in the "sahib's service” bears a resemblance to that worn by our own 

Boy Scouts of America. There is also a “space salesman” waiting, which makes it 
look like home. 


IN FAIR EXHIBITS 


Dallas Reach Company, the Carrier agency. At the right is @ bird's eye view of 
what visitors to the General Motors exhibit will see. From comfortable moving 
chairs they will tour the American countryside. (Story on Page |.) 
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ADVERTISING AGE 


May 8, 1939 


“Spot Broadcasting 


a 


is certainly doing a championship job 


for the new Studebaker 


Mr. Keller is right. In helping in- 
troduce the new Champion, Spot 
Broadcasting enabled Studebaker’s 
radio dollars to develop maximum 
sales- horsepower, through three 


major advantages: 


Champion” 
George D. Keller 


| ... Effective 
» cooperation 
in merchandising 


? ... Unrestricted 
. selection of 
markets and stations 


3 ... Choice of 
: spots with 
proved audience 


In buying stations on a spot basis Stude- 
baker has secured unusually effective 
and enthusiastic cooperation from indi- 
vidual stations. From stations repre- 
sented by John Blair & Company, here 
are typical reports on special merchan- 
dising activity: 

“We made a line-up of Studebaker 
Champions as setting for our man-on- 
the-street broadcasts, thereby giving thou- 
sands of passers-by special opportunity 
to see the new car.” 

“We planned a luncheon and program 
audition for Studebaker dealers in our 
territory.” 

“We arranged for Studebaker Cham- 
pions to be used exclusively in opening 
baseball parade.” 

“We interviewed purchasers of Stude- 
baker Champions, recording the inter- 
views for airing.” 

“Our top public-events man toured the 
business district in a new Studebaker 
Champion, broadcasting a ‘play-by-play’ 
on public enthusiasm for its smart ap- 
pearance, excellent performance and re- 
markable value.” 

These reports are. representative of the 
ingenuity with which most station-man- 
agers cooperated in the campaign intro- 
ducing the new Champion. Why not 
give Spot Broadcasting an opportunity 
to apply similar ingenuity to your spe- 
cifie problem? 


This vital advantage of Spot Broadcast- 
ing enabled Studebaker to allocate their 
advertising effort where it is most needed 
or desired. Predetermined set-ups on a 
nation-wide scale can rarely dovetail per- 
fectly with individual distribution and 
sales problems. But Spot Broadcasting 
permits selection of markets in strict 
accordance with the requirements of each 
individual case. And the advertiser fur- 
ther has a free hand in selecting the sta- 
tion best qualified to do the specific job 
in each market. 


Like other users of Spot Broadcasting, 
Studebaker has the advantage of schedul- 
ing its broadcasts in positions that reach 
peak audiences. Even without tuning for 
them, you’ve heard the Studebaker pro- 
grams, because they keep company with 
C. A. B.’s finest. Further, Studebaker was 
able to choose times when listener-atten- 
tion to competing stations was at low 
tide. To the smart spot advertiser, this 
flexible time-selection assures a ready: 
made audience right from the start. 


Everyone recognizes the advantages which Spot Broadcasting offers 


to smaller advertisers. 


But the experience of Studebaker re-empha- 


sizes the advantages that Spot Broadcasting offers to the LARGE adver- 
tiser. How might they apply in YOUR case? Ask a John Blair man. 


JOHN BLAIR 
Radio Station 


& COMPANY 


Representatives 


CHICAGO - NEW YORK - LOS ANGELES - SAN FRANCISCO - DETROIT 
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